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AM-TV Spot Monitors 
Help Check Air Buys 


Agencies, Advertisers 
and Networks Aren’‘t 
Alone in Using Them 


By MAvuRINE CHRISTOPHER 

New York—A girl in the con- 
tinuity department with a creative 
complex rewrites national spot 
copy because she thinks she has 
a better idea. 

An announcement is_ spotted 
against a local account which is 
directly competitive. 

Copy is cut so another spot may 
be squeezed in for an additional 
sale. 

These are some of the discrep- 
ancies advertising agencies find 
when they check to see how well 
specifications for national spot 
campaigns are being followed by 
local radio stations. 


= Radio, by and large, does an 
honest, competent job of handling 
selective copy, time buyers are 
quick to point out. However, a 
great many agency men feel it is 
necessary to have somebody lis- 
tening in—“just in case.” 

For such service they can call 
on Radio Reports (which covers 
200 markets with spot monitors, 
and expects to gross $300,000 this 
year for ether eavesdropping) and 
Spot Check, which was estab- 
lished primarily to report on TV, 
with checkers in every video mar- 
ket, but has branched out into ra- 
dio. 

Radio Copy, Flushing, N. Y., 
monitors network programs and 
local stations heard in New York. 
Marie Longstreet, St. Albans, Long 
Island, furnishes verbatim scripts 
of network and local programs to 
order. 


= At least one agency, Donahue 
& Coe, has its own “listening staff” 
for spot campaigns. Personnel in 
the New York and branch offices 
regularly check their clients’ spots. 
For special assignments, the agen- 
cy calls on one of the monitoring 
services. 

“If we are handling newspapers 
for an advertiser, we send him 
a tear sheet,” A. C. Rigrod, direc- 
tor of Donahue & Coe’s radio de- 
partment, said. “In like manner, 
we feel it’s our responsibility to 
show a client that a radio buy 
has been delivered as ordered.” 


= In seeking to determine that its 
spots have been properly handled, 
Donahue & Coe checks on the fol- 
lowing: 

1. Did the announcement go on 
at the time it was scheduled? 

2. Was it played clearly and at 
the correct level (for transcribed 
commercials, of course)? 

3. Did the engineer scoop it in 
properly—and at the beginning? 

4. If live material was included 
at the end, was it read as written? 

5. Were the adjacencies those 
contracted for? 

The agency finds only the “nor- 
mal amount of error,” attributable 

(Continued on Page 20) 


Sawyer Appoints 
Ist Ad Advisory 
Unit in Commerce 


Wasuincton—Advertising re- 
eived official representation in the 
Department of Commerce for the 
first time last week, with the or- 
ganization of a 19-man advertising 
advisory committee. 

The committee, including repre- 
sentatives of advertiser, agency 
and media groups, held an organiz- 
ing session Friday to discuss im- 
proved methods of collecting and 
disseminating data of importance 
to marketing and advertising. The 
committee also discussed methods 
of improving “liaison” between 
the industry and the department. 


a The advertising advisory com- 
mittee includes: Nelson Bond, Mc- 
Graw-Hill Publishing Co.; Elon G. 
Borton, Advertising Federation of 
America; Fairfax M. Cone, Foote, 
Cone & Belding; Russell Z. Eller, 
California Fruit Growers Ex- 
change; Philip J. Everest, National 
Association of Transportation Ad- 
vertising; K. H. Fulton, Outdoor 
Advertising Incorporated; Freder- 
ic R. Gamble, American Associa- 
tion of Advertising Agencies; Clar- 
ence Goshorn, Benton & Bowles; 
Philip Graham, Washington Post; 
Ralph W. Hardy, National Asso- 
ciation of Broadcasters; Daniel W. 
Howe, Free Press, Burlington, Vt.; 
C. J. LaRoche, C. J. LaRoche & Co.; 
Howard Morgens, Procter & Gam- 
ble Co.; Stuart Peabody, Borden 
Co.; Robert S. Peare, General Elec- 
tric Co.; Frank Stanton, Columbia 
Broadcasting System; Paul B. West, 
Association of National Advertis- 
ers; A. E. Winger, Crowell-Collier 
Publishing Co., and James Young, 
J. Walter Thompson Co. 

In appointing the committee, 
Commerce Secretary Charles Saw- 
yer said: “I feel that the advertis- 
ing industry is one of the key- 
stones of national prosperity.” 

(Continued on Page 57) 
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© NOTICE @ 


Due to the small 
number of contest- 
ants in our Crosley 

Shelvador Give- 
away, the refrig- 
erator will be 
raffled off and the 


proceeds given to a 
worthy charity. 


JOSEPH F. BARBIERE 


ELECTRICAL CONTRACTOR 
POWER — LIGHT — 


2245 GARRETT ROAD 
DREXEL HILL 


CLEARBROOK 9-5300 


UNHAPPY DAZE—If this ad, clipped from 

the Upper Darby Telegram, weekly subur- 

ban Philadelphia shopping paper, is in- 

dicative, the Crosley $2,000,000 contest 
isn't doing so well. 


Most Major Fields 
Expect Sales Gains, 
NSE Study Reveals 


Cutcaco—Only office equipment| ff 


makers, among a dozen major 
lines of industry, expect to wind 
up the remainder of 1949 with a 
loss in sales volume, according to 
final results of a survey of busi- 
ness prospects made by National 
Sales Executives. s 

Four of the nine companies re- 
porting in the office equipment 
field expect to record gains in 
sales volume, but the others ex- 
pect to show a median decrease 
of 6%. Eight of these companies 

(Continued on Page 4) 


AANR Preparing 
‘Speak Up’ Plea 


to U. S. Business 


Urged to Tell Story in 
Dailies; Worthington 
Elected Head of Group 


Detroit—The nation’s newspa- 
per representatives will carry a 
warning directly to industry next 
year, “Business: Speak Up!” in 
an effort to get more companies 
to use newspapers, the “made to 
order medium,” in combatting at- 
tacks on business. 

Plans for the project were out- 
lined by Delwyn J. Worthington, 
executive vice-president of Cres- 
mer & Woodward, Chicago, newly- 
elected president 
of the American 
Association of 
Newspaper Rep- 
resentatives, at 
their annual 
meeting here last 
week. 

Business itself, 
speaking through 
individual cor- 
poration adver- 
tisements in 
home-town dai- 
lies, must tell its own story if it 
expects to remain in business, Mr. 
Worthington emphasized in a new 
presentation. 

The visual exhibits, and ac- 
companying comments of top exec- 


(Continued on Page 60) 


Last Minute News Flashes 
Jergens Will Add Toothpaste to Its Line Soon 


CincinnaTI—Andrew Jergens Co. will bring out a toothpaste with 
both fluorine and ammonium ion early next year. Stockton, West, 
Burkhart Inc. handles Jergens’ new product advertising. No details 
were available from company or agency last week. 


Brodsky Leaves Pepsodent to Open Agency 


Cuicaco—Frank R. Brodsky, director of advertising for Pepsodent 
division of Lever Brothers Co., has resigned effective Dec. 31 to estab- 
lish his own advertising agency, with temporary quarters at 520 N. 
Michigan Ave. Before joining Pepsodent five years ago, Mr. Brodsky 
was for 16 years advertising manager of Elgin National Watch Co. 


P&G Takes Over ‘Lorenzo’ from Sterling 


New Yorx—“Lorenzo Jones,” which Sterling Drug aired for more 
than ten years, will be sponsored by Procter & Gamble for Dreft, start- 
ing today (Dec. 12). The Frank and Anne Hummert production, which 
ended its run for Sterling Dec. 9, will continue to be heard at 4:30 p. m., 
EST, over NBC. Dancer-Fitzgerald-Sample handled the daily serial for 
Sterling and will continue to handle it for P&G. 


‘Southwest Citizen’ Names Phillips Manager 


LAKE CHARLES, La.—Loyal Phillips, former, advertising chief of 
the New Orleans Item, assumes new duties today (Dec. 12) as general 
manager of the Southwest Citizen. He also will be a director of Citizens 
Publishing Co., which launched the daily here in mid-August. 


F&S&R Expected to Handle Rail Express Ads 


New YorK—Railway Express Agency reportedly will switch rail 
express advertising from Caples Co. to Fuller & Smith & Ross soon. 
Erwin, wew & Co. will continue to handle the air express account. 

(Additional News Flashes on Page 61) 


Cunningham & Walsh 
Takes N-E Accounts 


But $2,000,000 Maloney 
Billings Go with Him; 
2 Partners to Retire 


New YorkK—Newell-Emmett Co., 
after 30 years as a partnership, 
will be dissolved on Dec. 31, and 
its business will be taken over by 
a new corporation, Cunningham 
& Walsh Inc. 

The formation of a new company 
—reported exclusively in ADVER- 
TIsInG AcE Nov. 28—will involve 
the following incorporating stock- 
holders, who are now N-E partners: 
John P. Cunningham, George S. 
Fowler, William Reydei, Richard 
L. Strobridge and Fred H. Walsh. 
Other stockholders will be Earl 
H. Ellis, G. Everett Hoyt and Rob- 
ert R. Newell, formerly copy chief. 

Mr. Hoyt and Mr. Ellis have 
been key men on the Liggett & 
Myers account. 

Clarence D. Newell, who founded 
the company with the late Burton 
Emmett in 1919, and Clifford S. 
Walsh, who joined N-E in its first 
month of operation, are retiring 
from business and will have no 
financial interest in Cunningham & 
Walsh. 


= Thomas J. Maloney, who merged 
his agency with Newell-Emmett in 
1942, prior to his entering the 
Navy, and who has been an N-E 
partner since his return to civilian 
life, will not have a part of the 
new agency, and is expected to an- 


said in its Nov. 28 story. 

It was reported that Mr. Maloney 
will join Cecil & Presbrey, taking 
with him $2,000,000 in billings by 
five accounts. About 20 N-E em- 
ployes, including four account 
executives, reportedly will leave 
with him (See Page 57). 

AA’s study of agency billings 
last February ranked Newell-Em- 
mett Co. 13th among all agencies, 
with $26,400,000 billings for 1948. 

Newell-Emmett really began 
when executives of Liggett & 
Myers Tobacco Co. became dis- 
satisfied with the services of 
Frank Seaman Inc. So, in 1919, 
they told the account executive, 
Burton Emmett, to transfer the 
account from Seaman to an agency 
of his own selection. 

Emmett received the client’s ap- 
proval to form a new agency, us- 
ing several of the men from Sea- 
man. These included C. D. Newell, 
then secretary of Seaman; W. H. 
Beatty and R. L. Strobridge, ac- 
count executives at Seaman, and 
Fred Walsh, who had been in 
charge of Seaman’s contact ‘work, 
but had recently left to work for 
Leslie-Judge. 


mw The company filed a certificate 
of incorporation March 24, 1919, 
and opened offices in the Cuyler 
Bldg., 120 W. 32nd St. (the present 
site of Gimbel’s) on April 1, 1919. 
Newell was president, Emmett and 
Beatty were vice-presidents, Stro- 
bridge was secretary, and Walsh 


(Continued on Page 57) 


nounce other plans shortly, as AA 
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Chains, Mail Order 
Getting Bulk of Toy 
Sales, Freund Says 


New Yorx—tThe pattern of toy 
sales is changing, with department 
stores losing ground and chains 
and mail order houses forging 
ahead, Paul H. Freind, of the 
merchandising department of W. 
T. Grant Co., told members of the 
Toy Manufacturers of the U. S. A. 
at their annual meeting here last 
week. 

Mr. Freund said that estimated 
sales of mail order houses, limited 
price variety chains, and five other 
national retail chains not included 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


"Represented nationally 
by Burn- Smith Co Ine 
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in the limited variety group, | quarter. 


amount to more than 70% of 


present toy volume. 


@ Toy sales have turned to these 
channels, he said, for two reasons: 
(1) because the flexible mer- 
chandising policies of this group 
enable them to promote sales ag- 
gressively, and (2) because lim- 
ited variety chains constitute the 
only large merchandising group 
that realizes the public is willing 
to buy toys in volume the year 
round. 

Mr. Freund praised the toy in- 
dustry “for doing an outstanding 
job of packaging,” and warned 
against over-pricing, suggesting 
that manufacturers should not for- 
get to allow retailers adequate 
markup to permit profitable pro- 
motion of toys. 

Sumner H. Slichter, professor of 
economics at Harvard University, 
predicted little change in the vol- 
ume of business during the first 
quarter of 1950, and a moderate 
rise to an annual rate of gross out- 
put of $265 billion by the second 


Arthur M. Raphael, executive 
vice-president, Lionel Corp., was 
elected president of the associa- 
tion, succeeding Kenneth P. Fal- 
lon. 

Other officers elected were: ist 
vice-president, William A. Wenner, 
president, All-Metal Products Co.; 
2nd vice-president, Rurnell E. 
Weirick, president, Kalamazoo 
Sled Co.; and treasurer, Bertram A. 
Gabriel, president, Samuel Gabriel 
Sons & Co. 

H. D. Clark continues as secre- 
tary. 


Mosby Group to Bassett 

John A. Bassett & Co., Los An- 
geles, has been appointed western 
advertising representative of the 
Mosby group of, special medical 
and dental publications, with of- 
fices in St. Louis. 


Crosley Appoints Brown 

Herbert E. Brown has been 
named advertising and sales pro- 
motion manager of Crosley Dis- 
tributing Corp. for the greater 
New York area. 


Advertising Age, December 12, 1945 


A&P Case Not 
Based on Size, 


Says U.S. Aide 


‘Predatory Practices’ 
the Issue, Bergson 
Tells PR Association _ 


New Yorx—The Great Atlantic 
& Pacific Tea Co.’s advertising 
claims that the government’s anti- 
trust suit has been instituted mere- 
ly because of the chain’s size were 
denied flatly by Assistant Attorney 
General Herbert A. Bergson, at the 
annual meeting of the Public Re- 
lations Society of America last 
week. 

He emphasized that an earlier 
court finding in a criminal anti- 
trust action was that A&P’s bigness 
was not due to efficiency and en- 
terprise, but to “the predatory ap- 
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The men who make the buying decisions in the fac- 
tories and the dealerships keep informed by reading 
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‘not assume that the biggest are 


plication of its: mass purchas 
power.” 4 
In the present civil action, Mr, 
Bergson said, “We ask the co 
once and for all to put an end 
A&P’s long continued predatory 
practices. Because the public rege 
ord of A&P’s business conduct over 
the past 20 years has demon. 
strated a total disregard for legis. 
lation and judicial anti-trust map. 
dates amounting almost to disd 
the government has requested that 
A&P be shorn of its power to make 
its suppliers and its competitors 
walk the economic plank.” 


2 
The Sherman Act, the assist. 
ant attorney general said, has no 
quarrel with efficiency nor with 
bigness. “On the contrary,” he 
said, “it is the philosophy of the 
act that the stimulus of competi. 
tion will increase efficiency ang 
promote the natural growth of the 
most efficient.” 

“However,” he added, “we can- 


the most efficient. 

“Between the huge corporation 
and the business that is too smal] 
to realize the economics of mags 
production and modern technology, 
there may be a size of optimum ef. 
ficiency. Efficiency and trernen- 
dous size do not necessarily go 
hand in hand.” 

If corporate size gives rise to 
economic problems, Mr. Bergson 
said, the solution lies with Con- 
gress and not with the anti-trust 
laws as presently constituted. 


m Other speakers at the two-day 
session of the society discussed 
various aspects of public rela- 
tions. 

Gen. J. Lawton Collins, chief of 
staff, U. S. Army, described the 
troop information and education- 
al program which, he said, “is 
advertising America, and its ideals, 
to foreign nationals in their own 
homelands,” by means of the 
armed forces radio service. 

The Army, he said, “has adopted 
to its needs the sound public re- 
lations techniques that have been 
developed by civilian public rela- 
tions experts.” 

Prof. N. S. B. Gras, Harvard 
Graduate School of Business Ad- 
ministration, said that “too often 
public relations is merely pub- 
licity, and too many public rela- 
tions experts are mere market- 
ing promoters. This is one of the 
drawbacks which may help explain 
the lag in the acceptance of pub- 
lic relations even by top man- 
agement.” 


a J. Handly Wright, public rela- 
tions director, Monsanto Chemi- 
cal Co., St. Louis, was elected pres- 
ident of the society to succeed 
Averell Broughton of New York. 

Howard Chase, public relations 
director, General Foods Corp., was 
named vice-president; Richard B. 
Hall, Washington public relations 
counsel, and Frederick Bowes Jr., 
of Pitney-Bowes, Stamford, Conn., 
were reelected treasurer and sec- 
retary, respectively. 


Curtis Promotes Post, 
Chaffin; Snead Retires — 


Curtis Publishing Co., Philadel- 
phia, has named H. W. Post, for- 
merly manager of The Saturday 
Evening Post in Detroit, as man- 
ager of the company’s New York 
advertising office. He succeeds 

C. Snead, who will retire 
Jan. 1. 


Mr. Post will be succeeded in 
Detroit by Edward J. Chaffin, for- 
merly a member of the Post’s De- 
troit sales staff. 


IF YOU USE CAR CARDS 
Send for FREE Sample . 
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/ YORK 135% more 
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“CHICAGO 110% mor 


CLEVELAND 131% more 


To say that television is growing would be bro- 
midic. To say that in eight major markets televi- 
sion’s audience has passed that of the nation’s largest 


circulated magazine would be specific. Such is the . 


case. 

Not only has television’s circulation and audience 
in these eight markets surpassed the top national 
magazine, an advertiser actually reaches more peo- 
ple with the average evening television program* 
than through the average black and white full page 
advertisement in this magazine. 


“+ © 9 > ee ee 


Now you can demonstrate your product in your 
prospects’ homes with a medium that is human... 
alive ... convincing. And best of all you can reach 
more people in the nation’s major markets than your 
national magazine advertisements can reach. Like 
most advertisers, when you buy television in the. 
eight markets listed below, you'll probably select 
the leading station—a station represented nationally 
by NBC SPOT SALES. 


*The average evening television program on a station represented 
by NBC Spot Sales. 


Nation’s Largest Magazine Area’s Leading Television Station 
Metropolitan Area Circulation Noters per av. black & No. of TV sets Viewers per av. 
white 1 page ad evening program 
Sources: Magazine circu- 
lation— Latest published 
New York 504,713 304,039 875,000 714,866 ieee tease of ule. 
Chicago 164,986 99,388 254,000 207,51 5 culation of the magazine. 
Los Angeles 219,551 132,257 251,000 205,064 pevipacnsiinns py — 
on request. No. o 
Philadelphia 133,202 80,240 285,000 R08 NBC Research 
Boston 166,641 100,385 177,026 144,628 Dept. Official estimates 
Cleveland 60,279 36,312 102,000 83,333 (Nov. 1, 1949) - Saree 
Washington 72,485 43,664 69,600 Meee ee 5. eee 
~ Schenectady 28,019 16,880 38,000 31,046 (Sept. 1949) . 


SPOT SALES 


Representing Television Stations: WNBT, New York * WNBQ, Chicago « KNBH, Hollywood +» WPTZ, 
Philadelphia + WBZ-TV, Boston » WNBK, Cleveland » WNBW, Washington + WRGB, Schenectady 


Fe A a a ee Te ee ee aa ee aman ee ec Z 
r e. 
wisag , eae : By LN ie a, Se — | a ete ee 
‘ By : iz 5 s 
a ix ‘ . ; : i : ‘ - a r 7 


Shae a EE 


nn 


ui : ae oe a an * te a eee Oe aia ae er Aa Lay ee aE ey aa eee gee ae vee ge a ie te nas ¢ aod : haere Yee ae 0 ie 5. 
ior File BS ty ee “ i = ; sepa = 4 Re < Tak Ft e ee) ih, Ls a kite? SRO es tamed ea, F bt Bike ‘ . oests jsaiae SN eatin sede. ae EES ig 
; x “s be ie ‘ ig 5 gh ewes Pee ae ‘ ieahis 6 Behe Hada: i hs A aie ae ee ; be , fi ae se J ites : a ee se ac, ais seat . ee Mi aint ae F ee, Fey é 
is ee ee " FL ae ey UIE DN ae, co ngs mg Bee eee ae ee a era meer compen ca gee <s ce ne Dk Sige ae ee oe, Se) nie: : eee ett ia 
gk es: : in heen 2, es aise - aa ee ee ee ee pases, se ae Oe ee ae Te es ne go, anaes aE ieee a Veer AE it oi : ifs ileal is 
sn gee rae ee. eee mee ene ae ema ds ee ive aceite ta aha Bey ee rs Lan, aa aes: ae ae Ce eee ee eae 
Soe eta Ceepese: |. Cee maa te ae, be ae arte gc (eo eo aes ee ee sh See ol ae. abs |b Tt: Seams ee aa ee Oe a ae ee eg ae ae 
y =." ae ice et P Ti ea 5 "i ns sell Ste ac st 38 eee “? ree " Begs oo a LE ony, SCARS: 1, SE irda Re ri oh lek w co sea ls Siegen a Unger mag Pare eas see ees rie — Saeem Ca - Be ip ne i 
. i oe ; ta aie ” ep oa z . ie i eee a ee oe ee : oe wake iy pi aa oo _ 
J ‘i 
' 
b, 1945 ; 
hasing ; 
- 
by , d P 
4 y VEAP SRY es 
a, Mr v RE eM r = Rica eats Sey ‘ i Se is i ‘ z ie : F a. fo oe ; 
- e - ; 2 ‘aa es ; : 
an : - Kore. » : ie Rae is waite: 
d ies se ony Pt apa | fers ages a = =; alias 
se ia % ais Goes oe oh : — eae aa 
od PoC ee ae ae pee i ee ati, eee , _ PEGA aS ete a. Te ae ae “ip a i eli ia a ie a Pe oe eee. ee ls 
t over a ee i ee 2 ati : = oe ee < ae Se oe ia i cs a ae ee ee a 
Pm a OE > Seana a 7 © Tee eae 2 te : en Gee = ry (Sree Mate ge ce eee = ae eg Pees ; 
on- A ue. os tee ne er aot . — = : coe? es iis & ay ee : eleva ‘e i fe 5 Eee ae 
legis. dee: = Biome nS 2 ce eee oe tr ee ei a 
a a ee st See CRS si Eos * Ss a Ree eS Ten oe ten ae Se oe Le ne pet . F yn A alae ae Be eee 
: ; a era, Ae iia ssa eo oe ee a" Fe a SRS SA ene ee Pr ep ea Sls RA a2 foc ee 
man. sa ave, [l,i Re, Meneieice ate Veep, Fan 
i ; Be Fas: ES = Ap? cama Ms ea 5S 1a eens: qi ea, slate % EE ‘ es Se ie 
sd a eT, ae, ae (Oe ag Se Re pyar grt Le epee ° ac. 
. x 1 a Paco ek al . eee + > ee hat te oh are \ % a. en 
<a ee RS eg a om 4 5 et Sa dete Sips é : — 
d that rs pb SS a, ae F An A etiddaly 1" : em 
os ies * Sir tices cs les Pe & # pet nal ‘4 ee 
‘ Bi Pie. Der ae ee men sake Ji te ca ae rigs as Sse da 2 a aan es mech 
make ae rye Cee See ely eRe . (ete Se Pn ere mi Sc nich st nna oe a Demet 
B's 2S lich, ol aaa pata ne : ee how ty Bia 2 WOES eat ee te spi si eee 
; : ie ya i a eh See.) Tee LS ae Ce ae P ‘ Pet ee ee ae Sa aan, eet a eee aS F Ea ee aie eS 
tong ee eee DEORE — | | aig Pe 
ne ae ree % alee ao: ise) mace je : Bee: ed a S ; : : ee ae pena a eee ae : ue e ‘ ' 
P 4 eb Fie 1 : Bt ony a i a ee : P ae Pe ae us “6 ee i irs 
ee ore 3 ooo Pe iP i sips pte Se a aa ae ve natn ae a any i 4 i : ’ 
issiste ’ ae ees : Sas dle . F sis a a a al Loe _ if ee pee 
, no : ; rr : e s tae *. ; [ed STON oF 
with | ‘ | a is “ ae 
” he co ee me = a ee apes as 
7 7 a i i tp rr sa ies 
f the : ee ie peal et ale a et oe Se a ec gig pai ere ee ee git. ek eile : 3 fo ears : j B Z 2 a i 
inp ; Bed hee ht te fe) etl it as Pr ei SE ae Oe lac aoe ean ee” oes a oe ea rei ere mean a 17 ae ye Bes ped ie: hk Mme sgn « cies ees ata ove sii ee ge ae a ieee Me = Aly 3 ee + 
. ’ be eae eee a ee Sie geese of eae as Sal Ae eat. ae To ee, slo eae waa : ng 5 Me al ee 2 a ie isa aaa poe ‘ o aie el ey ; 

4 c se ALE Sis a lt RN need eee Fe UE, Be oi oes or. en ty Hohe eos ween ei er pe a : aes Pe a pac ee Sk ae het —T. eee gt MPR Cae ES ore AAEM 
1peti~ ? CN wee: << “ eis nc Eg Sel er eg Te ik MI 365s hom ee ae = Pes ee Cee <2 ee Bp ke, Rees! ee ee es sea nee are ea link eee re 
, ot Aioaniee SoS raging cee my mT Esty Sei M a peepee Se Se Ee ee - la Bice ee ee 

and Se ia ae ee 4 : ee / ASIN EY it i ee De Ae Be Is ee ema pen eet Eee 
i gti Pe Spas: ‘ oe P ee 
of ‘ee mg ina eres ae - Z 
Fn oe if, 7 = ice. & es 
: : Le te a Ls est os ioe ne ji 
mae Ee Tt reas O ie ace : _ i> BA? Seer ane 
ute a . % ry 7 tes er hee 
taal e “PHILADELPHIA 191% more — | 7 ee. : lee oie 
| are : A “7 a ee Fae ¥ oe = AS ee : 
., i : pam hi. in — ere eel, BR i gd oi ei ee Sas . boas een me i tess is 0 
» ee es A : OAs ia ee ee °F; i Se Se OTT ie We sf i bys clea . e: 1 . . 
vation t : Yea a es ee ee eee ee fae . : 8: Hi 
es * NENTS 223 3a So ele eae ana ag ge ae ek nti ae es 4 ioe 7 : ae * 
r * . vies Fry 3 - re ile) al tPA Be b BRE Aue fa pePeaigie | ae i : se Ke we'd 
oo ee pees = i ‘ : Rae ern : tag SE Bes oleae eo) Rian oar ~ ee 
logy, Ri le see Sash sie Die a kage iPr LN a ol mee gt ae bs wis : eat a ee rete ce an Peeps. a 
> * * SE Ee ne = a ee = a BP, ee a sian es a = plete 
® ak “ . ¥ ee et Sane ‘: w a " ces gon ee Ns oy ; wae . cor ‘ =" bye z 
m ef- es a ar Bre teeta a aha a eee (ee. ae. Ree $958" oe Sek ie 
2 - i or: SS ay ae er ees ek ee a ae < sa Se c 
ee. ‘ : ; Shih Me Ls i 4 ‘ , ce 
men - a . . : fe OP es Rye : ‘ ley an a 
‘ . ee i oa as d % q : 
| ; ‘ See Oe F Pee : * ‘ 
go ti - : Ee ogg gh NS ae : .< Pee Tal = 
Pee So me feo ae if es ’ By 
OS ES gs aa .s é ae: 
. i 4 gee ; a Res 
se rf as aie Fi ' Ree 
to - : soy Tish et che ; a : 
rgson 7 weve i ; A As * vt Ajai ay “4 Ss 
ee et er cae rt | See ~ pee ee Re ce aS : ~ 
ae ighett S + Rett i aA ey Rs ‘ eee : 5 a» oS ee ae et x 
Con- ake eS Bin a Soh re ari Ba eh ‘ 7 ve es ae fee fos : i ‘ - ' , 
-trust eran : Bet ip Behe ee i “ae ern . pargsnins atin ae Baty ius eet a adae “sigan, = a 
ee r on By Fer aso tie ane se bf 2 3 We feeder, Baath oe eee co i ‘ . i 
cena Rees Se Sere = oe SOs ark were ee BOSTON 45% mora’ : 
s aan a Rie he nicer one, he a et meted eae or: AN more — oe ee oe ooaiieatan lai. a lia more ; tee ‘ 
ie culpa tos ee eet eee So eee aa Fo a ere a es gy TR oR eee eee : wort _ 
: see Sea Pyne. aig Sasa. Mg i nay 5 Giabge eters , i Vere he a ae 4 Ais Meee. ar a Mage Ya . 
; ee er oe a ee ee a he has: RP Re ee: oe phe ee ‘ - : Sic ae ee cc 5 ts Set el har Ren ier TE on 
“a sD Sod Sa edie eek : oe Speae a =2 7 A Gee atta s - yercciemie Ul. ge ete eet" Bae! So ere bee gle ee Ee Sa i 
- micas A il tl Be ak 7 gee 7 ee =z Prk eet ts, ee wre” ce ee ea Se 
: id _~ + eae oF a . aa re 7 Eape Snes , Fea 5 
day ; : ae F e '. A ; ry *. : ? sa 
ussed 7, | Yn gn. - } ; re | 
rela- 4 | ) | : 
+ : - ; P . a 
ene en ee ea Within : M M . Le - 
: Ee oe te tre ee eet . Pee rare . ae; : a bee ae . >) 46 ; 
ef of = seit ae Rr kee NaN A Wain ' ee ere es Se Fa i Eee YS egy sat ee Sy ae oe % 8 nae : 
a ok fi ew OR gids Se ar be Se rrr So ae ia To ey iS r et epee” . ah : cee, a egos el = el dee : 
| the sy gt ea teem ee et en. ae Pe eee ae: ee df 
NE eet ees, See ieee ee ate Mitta ais eect ew NEMA Che ae tees Peta ee ly eae Ss es eae a areata cae Bi 
. Phe. ee ; oo She See S vg eee BeAr 72 tars A: “~) ey ~ f 7 : le TEP Wo 7 ra 9s . 2 3 ae: At ae A “ ey a 
MT er RE eae ee ney), ie ra 5) eel 4 ae = Sea aes ue ‘ ear.” fey | Pee ee <n a worn. = 
' on- te 0 EE te : Se algae ~ 2 Sei ieee as e? x 2S tpg ane ees a tape : a er trae ps 7 as ae i , wee Set 
ti Te a Sioa a eas: eee ee ee ie ee eae ae ee Re een |i) a eS ‘ 
“4 ee pe RMI i | en aT b, ee a ae Be ty ae ne 2 eee Reels ae z : Meee epee. en et a es pS x rc 
, is eS * Po ee Sp ec. eet Bera! ae ae ements beers" ae ee a 5 yp! = a Pepin. eae ea ae ae 
e Bee eA es glee ee ae Pak ae a Eo eeeAR Vig Whe eager exe ‘ 4 J Pee Rates ae a ee j 7 
‘one ‘ed Faas a ieee aoe ee ; ie ie “Sa Sas ‘ Ee a Dey a, cated - oy ora ; 
a “<< Le ea oe ei: a Pee nS ae ma wr ees, ; ae Tier sake a 2) Ane kt es yea jaa 
own AM 4 as ee Siac eetmice nea Oe : Ne aN. are ae Seat, = ak Cee cama ge ane 4 wads sean a pg wee geet Bg 4 ee ee ola . eo A. ee 
Moose ho Mee saith ane ma) ec eG Sais a a NR Gy ee Ur aes Bae Ae as et Se a 2 oa ne Ra fo er ee as Ase 
; MR is MOSES Ee alePhige ike eR le AiaNla eee Eee Tt) ia es or A ler en —— 
PEN Dae eer, Po COR EBS fiery caidas tc ee NS ean ee ais : ns ny een oer : ae ame Re Se te hie z et en Roe. A ere a je a 
the , I ao eee Green Ctcereer eae an eager Jase a eS oe ae yd i oo coe 7 By = Serco era eet sen ee ee ese al gine ss 
ee Oat ucigplhat URL Ure teats wali Eo, lias gs ee ' bse eth ar aay oe gs Det. Nee: ae e eed ei Bs cas ea Ae NT alge eee ae ee ole em etANe ye a 
4 Cate A Re Me keane Sage Nd a Sees rs Ree ee” | ie ea Gorman igs a t a ‘yo gah ae mae. yin, gh Ries Pgh eae Pe ange: ACC Ma ala Mead j ; 
a. a eee PLAGE AE GE rah Ei 2 a) aes | a ae oe Asie aN wer a a io Mieah a henge 3 “j a ame oe I ai a I ita ea est eet SR Mee Se ’ he, 
re Sa inet i Oa AE hae Pe aes ol ats oe el ee soa 4 ‘ , Beet’ ee a . Sy een ase ete a os eee er 
ypted a : ar een Ih sage caie area Weegee we > ie BREN en ene ) ei ee Bay aan ba Si eee Bc te a ee. ieee Ra ss * ci Aimee iets aot a a 
Pe Bese Pai anh aly ie wah at poe ee act aac SAE aS Ud aes i cit. ae : rei Satan a eli Ress ie ae Be asic is hal ee MMR chen 8 a ara gle oe: 
Te ee eee . ideas ag a, Te Sy ae Prem ieee Be ee eae See het carer ees ian 
. RS a ety caer ae, ee Bi ae eae oo ea ee A See Speedy. > oA ee eae edit tA Aan ty 
> Te- :. ra 4 ie ce ee a a ioe nue OP te Slo ihe Pa He ale oe a pl ae eee : rie Shieean a pom 
bee ss & GS Ba ee Se Se ee ; es ne ae Leading >ad Television ies bane le 
n ae ee mud Sade i ae >) a a ayy Me ee ae : : ; é - ree este — et 
se . ye ss tate a <a Pe ie ee. ae ng a. ase” ae a ee Co ean a 
rela- a go ee ee ae ee aes ee 5 gee SP i { ees 9 a a so 
Poe . z er oe a See eee eae we oe ee a ae ee ; ; : teas eal eae 
eal : . a Seen eae: a Se eet ee ees Le Tee a ee ; ee ue ee gee pe Nation's po ee j Me 7 
Pe s : ee ta = Bee ie a SS ok eee Fe aay ee Be! ge : : : # Ne Se ee Miso en ahs eee } - Pie 
, ze : Lay sy ache goes Una eal » ie eae) ee nigh oan ; f : : 
Vv 28 iA « pects oe aes ota se He) a gs dota oe deere : $ ee a on: » | ae a cae Nc * : eh eee x j 1 ei celts 
ard a y ea wate: ee Bie) So 8 og lh 9s Age IN oat ont 4 ; Pe eral Tee ae BOP Ss ie se ay Caanis smn 
ears ‘ oe Ee EL oR e eeeee meE Ee RPE iii re, eas Per ae ee ped al sae amen kerr f Wes Matec: 
Ad- he : : ky kala a pide sia 6 iia ce ee Aan PORE A? 7 MME EEDA eae is ge eRe at tae os OES ene ee . Shae cake 
nore i a bi : m Meee li Mi eg ahs es re le t a Ai es 
often 's : ? 
pub- ee ea ; EE es a er ae Pk Sa ee Me ig Se ee ; | 
1 pe pag ee RE eS a ee eee Shwe soe ca ; : 
rela- ; 
‘ket- | | 
J 3 
| the . 
lain une 
7 
pub- 
nan- 
Pe 5 
; nr 
‘ela- . 
2mi- 
res- a 
ceed : 
> i is 
4 Bees ty 
ions we 
was é Pa ee aa, 
ons ee ao 
iB ae 
£ 4 gO gee a pee 
. : eee 
J Sire 
tT. . 
° ; 
nn., . EY iy ite elie 
hs x sa al 
Rr oC eae 
} nen 
ae ~ apes 
f BG barnes Ta 
& ? ues aye 
:: faye = . 
del- ' aon gre 
f ' cla 
ore ; 
‘day — 
pets 
jan- - an 
r . ie x 
‘ork ‘ 
j m 
tire 
for- i 
De- 
; 
—_— 
, My 
) | ee _—- 
. 4 i 4 ia =o” 
; 3 8 hes BP : 7 ae s 
i : of 7 ae 
: a eo ae 
4 ‘ : z a Me a re 
: Pe ie eta 
7 a le eee 
yg es See 
s 3 ee ok ae 
4 ve = ete: 
“ Tee PAS ee 
g pie an hoa = 
“ : a , elee ee 
he ok: . ‘ ‘ a , c rN : es ere asi 
Siena ae * Hace BRT. 5 OE ei ee wae Chas et oe oe ve ee i oe eee . i see ile i one: <e Uae © Sie Ma at , age oe: 
FMS CIN, Bs aap 8 See ea ee ges ates ep Tee eta. barca ge ik cael SSL Re Ae ane ee core enn bmg ek Rie rhe deg aie ttle are Sep gee Aly iy as y mie Bags oe , c ay ‘ ‘ e : cera Seok aaa ey 
Seti Sp BA ie AM SS oA See en a UL ke re ee ¢ ee Oe ae Se geo Poa 0 OR he ete eRe gg tm My we ES EL epee ge et ek el Ao Rees oer Rea ee ee a bey iy Uh ge eae a eet Mat i eee Shes fe 2 we . ; enn Re ee eA Mien oe 
<2 co OT mie ae SO SNS SRE Sie eae Me ren Sa ane ee PAE ci es npn oe “ se ai oie ERE pee oak wee eee Ni cr ee rE A CM aetiy sy Eien Aa Ghee oe Rice a, ae ew Nig hay SOR ye Re a ae, jet ae ngs gence 2 fo ese Ve 
: hubs Ae Be ne eta pe EEE. eke ERE SEDC e ee WER Cay DSTO Rh ae, SOO OR EMT UUM EGE Ge? Panetta OMe EAS. TN OED Raat ROA ane a a 
5 > 4 él pS NA A Sg ee A a en RR IL ae RS ot Benes ade ty a ty a 


‘nein 


Soluble Coffees Boost Advertising 
Effort to Cash in on Price Rises 


New York—Virtually all pro- 
ducers of soluble coffee products 
and several tea distributors have 
increased their promotion and 
merchandising efforts as a result 
of the recent rise in coffee prices, 
AA learned in a quick check last 
week. 

Borden Co. has switched from 
newspapers to radio and has 
stepped up its advertising on its 
instant coffee. It is now using spot 
announcements and chain breaks 


on radio to point up its claim that 
it is possible to make as many cups 
from instant coffee as from ground 
coffee at 20¢ less a pound. The 
present advertising policy, AA was 
told, is expected to continue well 
into the first quarter of 1950. 

Nestle Co. has just completed 
a four-week drive in newspapers 
in most of the major cities, stress- 
ing “big coffee savings with Nes- 
cafe.” : 

Its ads say that “even the 4-oz. 
jar makes about as many cups as 
a pound of ordinary coffee, yet 
costs less.” However, with the 
completion of its present schedule 
last week, Nestle “does not at pres- 
ent contemplate any additional ad- 
vertising of this type.” 


mw General Foods Corp., while 
claiming not to be doing anything 


yl 


i ee 


“ 


extra in the way of advertising or 
promotion of its soluble coffees 
and coffee substitutes (which in- 
clude Instant Maxwell House, San- 
ka, Instant Sanka, Kaffee Hag and 
Instant Postum, as well as Max- 
well House tea), nevertheless is 
pointing out in its ads the savings 
possible by using soluble products. 

No one could be reached at 
Standard Brands with authority 
to comment on the company’s 
plans. 

In the coffee market here, ob- 
servers pointed out that the price 
situation has leveled off, despite 
the fact that panic buying by the 
public had depleted distributors’ 
shelves of about 200,000,000 pounds 
of coffee since the price of coffee 
skyrocketed about a month ago. 
Coffee experts insist there is a crop 
shortage in Brazil but admit there 
are sufficient stocks ih warehouses 
both there and here to take care 
of immediate needs of American 
coffee drinkers. 


a A number of tea distributors are 


increasing their promotion, accord- 
ing to a spokesman at the Tea 
Bureau. As a result of AA’s in- 
quiries, the bureau has released 
the following statements by mer- 
chandising leaders in the grocery 
field: 2 

P. D’Agostino, past president, 
National Association of Retail 
Grocers, said, “It is encouraging to 
know that the price line is being 
held on tea. We are going to hop 
on the bandwagon, and start plug- 
ging the economy of serving tea 
in the home. Present price trends 
have set up a situation which 
makes it possible to build volume 
on tea, a food item in one of the 
highest profit brackets.” 

C. C. Precure, president, Na- 
tional Association of Retail Gro- 
cers: “it is good news that tea 
sales for the first nine months of 
1949 are over 1948 sales. In the 
light of this favorable trend, and 
present price situations in the food 
industry, I would say that now is 
an ideal time to capitalize on the 
profit possibilities of tea.” 


Only 


prompt action is 


Americas £# Rint of Sale, 


one gets 


THIS invitation! 


.. of magazines go into homes. Many can 
talk big circulations. Most have bar charts on 
reader incomes and habits. 


But of all magazines in the three-million-up class, 
only one is invited inte homes as a buying aid. 


Only one is purchased solely because it sets a 
pattern for good living that helps readers to im- 
prove their homes. 


Only one is read entirely because constructive, 


suggested by the 100% service 


content on better living for the whole household. 


Only one, in brief, creates a buying climate in which 
editorials and ads pull together to give families the 
information they want. 


A SCREENED MARKET OF MORE THAN 3,000,000 BETTER HOMES 


That’s why this one magazine, Better Homes & 
Gardens, is today “America’s lst Point of Sale.” — 
Why it gets a big hand every month from husbands 
and wives in more than 3,000,000 above-average 
homes. Why it sells everything from tooth paste 
to television sets, from refrigerators to rugs. 


If you’d like to find out what this buying aid 
could do for your product, make a date to see a 
Better Homes & Gardens representative. 
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Most Major Fields 
Expect Sales Gains, 
NSE Study Reveals 


(Continued from Page 1) 
said, however, that their sales 
forces have been increased 25% 
this year, and their ’49 sales bud- 
gets have been upped 16%. (For 
other news of the NSE meeting 
see Page 6.) 

The NSE data, announced at the 
quarterly meeting of the group’s 
board of directors here last week, 
is based on a total of 70 replies to 
questionnaires. -Preliminary fig- 
ures, revealed at the directors’ 
September session in Washington 
(AA, Sept. 12), were based on 
30 early replies. 

Later returns, also covering the 
January-August period, were in- 
cluded in the final survey, as well 
as data from 15 additional com- 
panies which were asked similar 
questions in November. Both ab- 
solute figures and projections are 
used in the final tally. 


m= Of the ten home appliance man- 
ufacturers reporting, nine said 
they expect an increase in sales 
volume for the remainder of ’49, 
with the median increase 22%. The 
ten companies have boosted sales 
forces 33% this year, their sales 
budgets 23%. 

Among the proprietary drug 
manufacturers, 13 of 15 expect an 
increase in sales volume; the me- 
dian boost is 11%. Ten of the com- 
panies have increased their sales 
forces, averaging 5%, while nine 
have boosted sales budgets an av- 
erage of 9%. 

In the processed foods group, 
9 of 11 manufacturers expect 
a bigger sales volume for the re- 
mainder of the year, with the me- 
dian increase set at 6%. Ten of 
these companies have increased 
their sales forces 30%, while all 
11 have stepped up sales budgets, 
averaging 26%. . 


s In the automotive, tire and fuel 
group, all eight companies figure 
on a higher sales volume, with the 
median gain 10%. Sales forces in 
this category have been increased 
23%, while budgets. have been 
hiked 25%. 

In the miscellaneous group, rep- 
resented by 17 companies in other 
major lines, a dozen expect higher 
sales volumes, averaging out at 
7%. Twelve companies said sales 
forces had been increased this 
year, averaging a 17% boost, while 
two manufacturers said sales 
forces had been cut. Fourteen of 
the companies have boosted sales 
budgets, with the average figure 
16%. 


Sponsor NFL Play-Otf Game 
Wilson Sporting Goods Co., Chi- 
cago, and General Mills, Minne- 
apolis, are again sponsoring the 
National Football League play-off 
game over ABC on Dec. 18. They 
sponsored the game last year. 


Brock-Hall Names Hoyt 

Brock-Hall Dairy Co., New Hav- 
en, has named Charles W. Hoyt 
Co., New York, as its agency. 


The MOST Effective 


- ADVERTISING, 
_ MERCHANDISING, | 
and EDITORIAL 
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BF ans 


How silly can this readership survey business get? 


In the drug trade publishing field, for instance, there are four different readership 
studies being presented to advertisers and their advertising agents right now. 


All of these‘studies have one thing in common. Without exception each proves that 
there is one overwhelmingly popular drug trade paper in the particular areas surveyed. 


Unfortunately for the peace of mind of harassed space buyers there is an amazing 
difference of opinion as to the name of this dominant national or sectional leader. 


In fact, four surveys come up with four different answers. And in every case the 
winner triumphs by a Texas mile—there isn’t a single photo finish. 


It’s confusing! 


DRUG TOPICS believes that it is unfair to ad- 
vertisers to deny them the delightful experience of looking 
at and studying all four exhibits laid side by side. Therefore, 
during the next few months, our men will carry the whole col- 
lection and will cheerfully show all four surveys on request— 
without comment or criticism. : 


* * * 


In view of the fact that publisher-con- 
trolled surveys seem to confuse the issue rather than 
clarify it, may DRUG TOPICS make a suggestion? 


If you wish to find out by survey which 
publication in the retail drug field is really number 
one in druggist popularity, make the survey yourself! 


If you are now using six or more pages a 
year in any NATIONAL DRUG TRADE PAPER and are 
honestly in doubt as to the relative popularity and 
reader interest of the publications in the field, Drug 
Topics will pay all of the expense of any study of 
reasonable size you may care to make. You to main- 
tain complete control of the mailings—ask the ques- 
tions—receive the replies—count the returns. We to 
have the privilege of publishing your findings when 
they’re available. Just get in touch with us and details 
will be quickly worked out. 


DRUG TOPICS 


330 West 42nd Street, New York 18, N. Y. 
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Big Gains Being Made in Training 


School Students to 


More Sales Clubs Adopt 
Educational Project, 
Sales Executives Told 


Cuicaco—An enthusiastic pic- 
ture of the progress being made in 
cooperation with the nation’s 
schools to attract and train future 
salesmen was painted last week 
before a quarterly directors’ meet- 
ing of National Sales Executives. 

Robert A. Whitney, NSE presi- 


SIGHS OF LONG LIFE’ 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 


900 Ache Menaaing Cererten 


—reseem 89. Vb 00 00 


Be Salesmen 


‘dent, told the group of more than 
100 directors, club presidents and 
members of the Chicago club staff 
that a recent survey disclosed that 
the number of affiliated clubs 
working with secondary schools 
has gone up 40% this year. 

The number of clubs carrying 
the NSE educational program into 
colleges and universities has in- 
creased 20%, while 25% more are 
working with educators in exten- 
sion schools. There has been no in- 
crease in this work, however, with 
private business schools. 


® Reporting on the Chicago club’s 
activities in this field, John C. 
Harkness, A. T. Kearney & Co., 
club president, said the member- 
ship had decided it could do its 
best work with the secondary 


schools. There are 39 high schools 


in the area, to which the club as- 
signed 45 men, representing almost 
15% of its membership. Results 
have already been achieved in sell- 
ing sales careers, he said, and much 
opportunity lies ahead. 

Arthur H. (Ked) Motley, presi- 
dent, Parade Publication Inc., 
New York, and NSE board chair- 
man, said he expects the Chicago 
effort to set a pattern for the work 
that can be done in a major com- 
munity, where the task is consider- 
ably more complicated than in a 
smaller city. 


ws NSE headquarters is preparing 
a list of college courses now avail- 
able to potential sales executives, 
Mr. Whitney said, based on cata- 
logs obtained from thousands of 
schools. Additional pamphlets are 
being prepared for school use, and 
NSE members are working more 
closely with educators in explain- 
ing the profession to young stu- 
dents. 

Opportunities in the sales field 
also will be detailed in a new pam- 
phlet soon to be released by the 


‘organization, for distribution to 


individual company sales forces 
through club members. It will be 
similar to a pamphlet issued sev- 
eral years ago by the Kelvinator 
division of Nash-Kelvinator Corp., 
addressed “To a Man in Search 
of His Future.” 


= On the future agenda, in coop- 
eration with Ohio State and North- 
western universities, are contem- 
plated surveys on the supervision 
of outside salesmen and salesmen’s 
auto expenses. NSE also plans a 
study of company retirement pro- 
grams and pension plans. 

Several sessions of the two-day 
meeting were devoted to brief, in- 
formal talks by leading Chicago 
executives in business and indus- 
try. One of these, James J. Nance, 
president of Hotpoint Inc., forecast 
that electrical appliance sales will 
continue at a high level next year. 
He warned, however, that prices 
may go up because of threatened 
higher steel prices. 

William C. Patterson, president, 
United Air Lines, discussing his 
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SELF-LOCKING—B-1 Beverage Co., St. 
Louis, introduced this reseal at the Am- 
erican Bottlers of Carbonated Beverages 
exposition in Detroit. it will be marketed 
by Cupples Co., St. Louis, under the trade 
name, Presto; will be available in any 
color, and may be embossed with com- 
pany trademark. 


CANADA 
IS SOUTH 7% 


OF THE 


U.S. A.- 
IN DETROIT 


IKE other towns we have the usual 


Board of Commerce “brags’”—such as— 
the Ford Motor Company is the largest 
automobile plant — the J. L. Hudson Co. 
is the second largest department store in 


America, and — 


the Detroit Free Press was 


the first Detroit newspaper to hit the 


400,000 mark 


in weekday circulation. 


(More—much more than that now.) 


We also have 


another unusual Detroit 


feature. By a queer quirk of topography, 


The Aetvoit Sree Press 


i aaa 
2 - 


_the Detroit River takes a bend nearby, 
which puts our city in the U. S. A., north 
of Canada. 


Detroit IS an unusual market for 
anything. Our people are quick to re- 
spond and (which is important) able to 
purchase NOW. By using Detroit’s 


only morning newspaper 


reaching over 


436,000 homes you can do a better, 
lower cost job of ag in the tah ks 


market. ; 


Story, Brooks & Finley, Inc., National Representatives 


company’s sales strategy, said ad- 
vertising will be expected to carry 
the full burden in reaching most 
prospects and occasional users of 
this service. Individual sales ef- 
forts will be limited to the 30% 
of the passengers who use UAL 
regularly and provide 70% of its 
income. 

Charles H. Percy, youthful pres- 
ident of Bell & Howell Co., said 
the photographic equipment maker 
recently set up a research board, 
with three representatives each 
from merchandising, manufactur- 
ing, engineering and administra- 
tion. Up until now, he explained, 
the sales department had nothing 
to say about engineering, but 
waited until the completed product 
was ready. Now sales is in at the 
beginning. 


= Bell & Howell’s 185 top people 
meet once a month, Mr. Percy 
said, and now know, rather than 
merely being told, that they are 
the management. Agency presenta- 
tions of campaigns are made to a 
merchandising board of 15 mem- 
bers. 

Donald F. McClure, vice-presi- 
dent, Household Finance Corp., 
said the 1950 outlook is for a 
further increase in the use of con- 
sumer credit. But, he added, “we 
expect the increased use of in- 
stalment credit to be moderate.” 


Atlantic Refining Adds 
Loop Games to Schedule 


Atlantic Refining Co., Philadel- 
phia, a leading sports sponsor for 
many years, has added an exten- 
sive college basketball schedule to 
its radio-video program for the 
1949-50 season. Seventy-seven 
games in four cities will be broad- 
cast or telecast through N. W. 
Ayer & Son. 

Meets of interest to Philadelphi- 
ans will be aired over WPTZ. Syr- 
acuse University games will be 
broadcast over WAGE. Seton Hall 
College’s schedule will be covered 
over WNJR, Newark. WBKW, Buf- 
falo, will cover 19 games of Can- 
isius College. This series will re- 
ceive tie-in promotion from news- 
papers, car cards, posters, spot an- 
nouncements and window dis- 
plays. 


Appoint Eldred Garter 


Eldred R. Garter, formerly as- 
sistant manager of the classified 
advertising department of the 
Grand Rapids Press, has been ap- 
pointed manager of the classified 
advertising department of the 
News-Press and Gazette, St. Jo- 
seph, Mo. 


Discontinues Breakfasts 


“Breakfast in Hollywood,” ABC 
show heard Monday through Fri- 
day, has discontinued its break- 
fasts and admission is free. The 
show has been moved to the re- 
cently-completed Studio X in the 
ABC Vine St. studios, Hollywood. 
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IN 1950 


e Rural families predominate in the social and economic life 
of the dynamic South. Reading habits of Southern families 
reflect this rural dominance in making SOUTHERN AGRICUL- 
TURIST the South’s most popular A.B.C. magazine of 1948 
and 1949. 


Tomorrow, this leadership gathers new power. In January 
1950, FARM AND RANCH, thepreferred farm magazine through- 
out the Southwest, unites with SOUTHERN AGRICULTURIST 
to serve the South. Here is new power to influence the buying 
habits of the better families in the rapidly rising economy of 
the Southern countryside. 


The new FARM AND RANCH with SOUTHERN AGRICUL- 
TURIST, starting with the January 1950 issue, guarantees 
an unduplicated circulation of 1,275,000—a guarantee that 
exceeds by 175,000 the circulation of any other magazine 
available to advertisers, in the 15 Southern States. 


Rate advantages back up circulation leadership. For each 
million Southern Families reached, for example, the new 
FARM AND RANCH with SOUTHERN AGRICULTURIST saves 
advertisers $567 on every full page four color advertisement 
when compared with the cost of the same space in any other 
farm magazine with one million or more circulation in the 
15 Southern States. 


SELL THE SOUTH IN 1950 THROUGH 
THE SOUTH’S MOST POPULAR MAGAZINE 
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reaches more 

Southern families 
than any — 

general magazine. 
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Its advertising reaches 
more Southern 
homemakers 
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National Agency Network Hires Rubel 
to Study Accounting, Billing Methods 


Sr. Lovutis—The National Adver- 
tising Agency Network has en- 
gaged Ira Rubel, CPA of Rubel & 
Fields, consultant on advertising 
agency management and account- 
ing, to conduct an analysis and 
recommend procedures for stand- 
ardization of the accounting and 
billing practices of member agen- 
cies of the group. 

Individual analyses will be made 
of the accounting methods and fi- 
nancial practices of each of the 28 
member agencies, according to 
Frank: G. Japha, executive secre- 
tary of the group. Recommenda- 


“THE LETTER SHOP, Inc. 


S.lllinois * 


421 S. Dearborn St Chicago 


tions will then be made to each 
member for increasing efficiency 
and for lowering operating costs. 

This is said to be the first scien- 
tific study ever undertaken of the 
management practices and ac- 
counting methods of a large group 
of advertising agencies. 

It is hoped that, as a result of 
the study, more uniform account- 
ing and financial reporting prac- 
tices of members of the group will 
be developed. 


DuMont's Afternoon 
Network Starts Today 


DuMont Television Network, 
New York, will begin its new af- 
ternoon live network service Dec. 
12. Immediately following Sterling 
Drug’s “Okay Mother” at 2 p.m., 
EST, a new two-hour program, 
“Shopper’s Matinee,” -will be fed 
to affiliates. 

Nine stations are set to carry 
the program, which is being sold 
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Advertising Age, December. 12, 1949 


_ November Videodex Network Audience Rating 


(Based on Week of Nov. 1-7) 


Rank Program Network (EST) Rating* Ave. No. No. No. No. 
iewers Cities Homes Viewers 
(000) 
1 Star Theater (Texas Co.) NBC (Tu 8 P.M.) 68.9 40 18 1,505 S029 
2 Godfrey & Friends ( CBS (Wd 8 P.M.) 564 4.0 * 16 1,175 4.700 
3 Talent Scouts {Lipton Tea) CBS (Mo 8:30 P.M.). 55.4 3.5 8 1,005 3,515 
4 Toast of the Town (Lincoln-Mercury) CBS (Su 8 P.M.) 51.2 4.0 16 1,105 4,425 
5 Philco Playhouse ABC (Su 9 P.M.) 46.2 3.5 17 980 3,425 
6 Cavalcade of Stars (Participating) DuMont (Sa 9 P.M.) 43.3 3.5 14 765 2,675 
7 Kraft Theater NBC (Wd 9PM.) 428 3.5 15 815 2,850 
8B Hour (Lorillard) NBC (Tu 10 P.M.) 41.8 3.5 17 830 2,895 
9 Stop the Music (Admiral & Lorillard CBS (Th 8 P.M.) 41.7 3.5 17 890 3,110 
10 ter (Procter & Gamble) NBC (Tu 9 P.M.) 411 3.5 15 815 2,850 
11 Suspense (Auto-Lite) CBS (Tu 9:30 P.M.) 41.0 3.5 14 735 2,575 
12 s One (Westinghouse CBS (Mo 10 P.M.) 40.2 3.0 15 980 2,940 
i@ Lights Out (Admiral) NBC (Moo PAL) 308 35 10 700 2/600 
15 Ford ops (Fr 9 P.M.) 35.8 3.5 9 635 2,220 
*Percentage of all sets in panel areas. 
Network oy 700 Panel Homes. Estimated No. of TV Sets in Network Area—2,150,000. Cities Included: Baltimore, Boston, 
Buffalo, Cincinnati, Chicago, Cleveland, ss Dayton, Detroit, Milwaukee, New Haven, New York, Philadelphia, Pitts- 
, St. Louis, Toledo, Washington. 
to stations at a fixed price. The| Keiller to Erwin, Wasey Compromise Likely 
ow is designed to allow for 12 
spots, which stations may sell lo-| . J@mes Keiller & ‘Son, Trenton, Li Displ 
ally. Ont., has appointed Erwin, Wasey| ON LIQuor piays 
of Canada, Toronto, to direct its 
advertising. Six national maga-| for N. Y. Retailers 


CofC Appoints Pence 

Wm. P. Pence, of Pence & Co., 
Johnson City, Tenn., will become 
manager of the Salisbury, N. C., 
Chamber of Commerce on Jan. 1. 


zines will carry copy 
for Keiller’s Dundee shortbread, 
Scottish product which is distrib- 
uted exclusively by the Trenton 
company. 


tive... 


Veritone assures 
that most 


important 


Ai ela 


FIRST 


It’s hard to put your finger on the exact 
’ details that make a piece of advertising lit- 

erature outstanding . . . the little things 
. that make the difference between medioc- 

rity and excellence. Of course, good design, 

good typography and good art are impera- 
but it requires more than these. 
It takes good printing. 

That is why so many advertising agencies 
and advertisers have Veritone translate 
their sales messages into printed forms of 
distinction . . . of beauty . . . and of force. 

Every Veritone halftone is rich and full 
of detail. Colors are accurately matched... 
screened areas are velvet smooth. The fin- 


IMPRESSION 


ished piece has exactly what is needed to 
catch and hold the reader’s attention . . . 
to whisper subtly of quality and prestige 


. to make that sale. 


Try Veritone for your next printing job 
and see for yourself how big a difference 


fine photo lithography can make. 


The Veritone Company, 2701 N. Lehmann Court 
Chicago 14, Ill., Telephone: EAstgate 7-8885 
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New YorK—Distillers and brew- 
ers, and the New York State Li- 
quor Authority, drew closer to 
agreement last week in the dis- 
pute over board rulings affecting 
point of sale advertising materials. 

The dispute concerns the re- 
pealing of Subdivision 3 of Rule 
11 which, as of March 1, eliminates 
the provision allowing manufac- 
turers to give advertising special- 
ties (trays, beer mats, etc.) to re- - 
tailers. The board has further 
proposed, but not put into effect, 
a revision of Rule 3 which would 
prohibit the display of any adver- 
tising copy except for the com- 
pany name, label or trademarks. 

Last week’s meeting of industry 
spokesmen and members of the 
liquor board was an aftermath of 
the industry hearing in Albany 
(AA, Nov. 21). A part of the Al- 
bany session was devoted to airing 
protests of the revision of Rule 3, 
which would prohibit display ma- 
terial. Since then, the board has 
gone over the testimony, and called 
its recent meeting for further dis- 
cussion. 


# As a result of the last parley, 
a board spokesman told AA, “the 
industry has found it [Rule 3] 
generally satisfactory, with minor 
objections. There may be slight 
changes in its eventual form, but 
the limit of 270 square inches was 
not opposed.” 

Meanwhile, the state board ex- 
pects that the graphic arts indus- 
tries will furnish it with facts and 
figures in support of. the case 
against repealing Subdivision 3, 
Rule 11, affecting advertising spe- 
cialties. When these facts and fig- 
ures are presented, it is considered 
likely that a compromise ruling 
will result. 


‘Hardware Age’ Promotes 
Rowlands and Wilcox 


Leonard V. Rowlands has been 
appointed general manager of 
Hardware Age, New York, a Chil- 
ton publication, to succeed the 
late Charles J. Heale. Mr. Row- 
lands has been sales manager of 
the publication since 1939. He 
joined Hardware Age in 1931 as 
sales manager of the eastern ter- 
ritory. Before that he was a sales 
representative in Philadelphia for 
Electrical Merchandising. 

John G. Wilcox, director of re- 
search, has been named adver- 
tising manager of Hardware Age. 
He joined the publication in 1923. 


GM Adopts New Company Flag 
for Use by All Its Properties 


General Mills, Minneapolis, is — 
using a new _aeeeny flag atop its 
foo from coast to coast. 

ter the flag will be displayed as 
an institutional signia on product 
cartons, in newspaper and maga- 
zine advertising and on television. 

The flag, with the company 
emblem and “General Mills” in 
gold on a blue field, was designed 
by Gladys Ness, manager of con- 
sumer customer relations in the 
grocery products division, for the | 
1949-50 grocery products division 


‘sales campaign. 
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WASHINGTON—Department store 
sales edged closer to the 1948 vol- 
ume during the week ended Nov. 
26. 

Business was off 5% as com- 
pared with the same period last 
year, but was close to the dollar 
volume recorded in the corre- 


sponding week of 1947, for the 


first time in a month. 

One Federal Reserve district and 
five cities registered sales gains 
over last year for the week ended 
Nov. 26. The cities included Bos- 
ton and Syracuse, up 5%; Miami 
and Oklahoma City, up 4%, and 
Washington, up 3%. 

The Federal Reserve Board’s 
report next week will provide the 
first valid indication as to whether 
Christmas business this year will 
come up to expectations. 

Sales in past years during the 
first week of December have 
risen sharply from about 325 to 
350 on the index (1935-39 equals 
100) to about 475 to 500. If sales 


DEPARTMENT STORE 


i 


1935-39 EQUALS 100 


Week to Nov. 26, ’49*p292 
Week to Nov. 27, '48*..347 
Week to Nov. 19, ’49*..342 
Week to Nov. 20, ’48*..371 
Month of Oct., ’49*....p292 
Month of Oct., ’48*......329 


pPreliminary. 
*Not adjusted seasonally. 


during the week ended Dec. 3 have 
reached the latter figures, holiday 
buying probably will be close to 
last year’s record volume. 

The monthly Department of 
Commerce estimate of chain store 
and mail order house sales for 
October is $2,374,000,000, about 
3% below Setember volume. 

Declines in the durable goods 
stores group ranged from 2% to 
6% after seasonal adjustment. In 
the nondurable goods group, Oc- 
tober sales were off 9%, largely 
as a result of losses in the apparel 
and general merchandise classifi- 
cations. 

Grocery, drug stores and eating 


and drinking places registered 


relatively small changes. 


% Change from 1948 
Jan. Mo. Wk. 


Federal Reserve to of Nov. 
District and City Sept. Oct. 26 
UNITED STATES ........... —6 —l1l —5 
Boston District ................ -—3 —il 2 
New Haven ................... —5 —l4 —8 
cent o —7 5 
Springfield. .................... -—3 —19 —8 
Providence ..............00:+ —6 —15 —2 
New York District ........ —-—iI —13 —2 
DEQ WIGIEEE  Mosccathscitatenserersonse —8 —10 -—3 
ee ee er —2 —13 —5 
BEC Ue F  caccetinicrcsvecsons —8 —14 —2 
eh —8 —16 —3 
SUCRE - cncanisttincs —6 —8 5 
Philadelphia District... —5 —14 —2 
Philadelphia ............: i. —5 —13 —2 
Cleveland District ........ —-6 —19 —7 
RI Siccciiatiaides —6 —18 -—4 
Cincinnati —7 —13 —3 
Cleveland —5 —l4 —6 
Columbus —4 —l14 —4 
Toledo ..... —4 —21 —9 
Pittsburgh —5 -—23 -—9 
Richmond District — —12 —2 
Washington 2 —7 3 
Baltimore -—6 —l14 -—6 
Atlanta District —_+ —7 0 
Birmingham —6 —20 —12 
Se aS ee 4 9 a 
REID ctttndiscstttecencsnen —5 —19 0 
New Orleans ............. 2-3-1 
RS —8 —13 0 
Chicago District ........... -~ —7 —18 —7 
oe ee —5 —12 —5 
Indianapolis ................. —3 -—15 —5 
ns eR an Pe —7 —14 —10 
Milwaukee. ..........cc..000 —7 —13 —9 
St. Louis District .......... -—ét — —7 
Little Rock ...........c000. —5 -—13 —7 
Louisville ...........ccccccccc —4+ -—-8 —5 
GER AR ersstnesaneceemias —7 -—5 —8 
IIS. ecsiscertessveitsveeiet —1 —12 —7 
Minneapolis District ...... -—5 -8 —3 
Minneapolis ..............00.. —2 —2 —1 
| Peas —l0 -—5 —5 
Duluth-Superior .......... — —l4 —12 
Kansas City District... —6 —10 —7 
VOT sicsvssererseseeree 2 —10 —8 


— 4 Advertising and previgusly with 
_g| Buchanan & Co., Roy S. Durstine 


—s 
—5 
«718 
11 


—%| Rutledge to Mart Press 


—10| Don H. Rutledge, formerly pro- 
4° duction manager of John W. Shaw 


—3|and J. Walter Thompson Co., has 
—i2 been appointed sales manager of 
—3| The Mart Press, Chicago. 


George E. S. Thompson, adver- 
tising consultant, has opened a new 
office at 676 Alma Ave., Oakland, 
Cal. Accounts include California 
Casket Co.; Berkeley Hills Chapel; 
Acteen Chemical Co.; and Limo 
Air Co. 


To Byrde, Richard & Pound 
Gane & Ingram, medicinal drug 

and chemical manufacturer, has 

appointed Byrde, Richard & Pound, 

oe York, to direct its advertis- 
g. 


STERLING 


SELL 


Put your sales message on signs that 
ore talked about and remembered 
PAINTED DISPLAYS“ * NEON SIGNS 
*  CHOICEST LOCATIONS « 
STERLING NEON SIGN CO. 
2706 Collingsworth Houston 11, Texas 


SPECTACULAR SIGNS BY 


is done with type 


can do it better! 


The members of the Advertising Typographers Association of 


America, Inc. are in a strategic position to render exceptional 


typographical service for all printed work. Their skilled crafts- 


men are as conversant with typesetting for reproduction by 


lithography, offset, planograph or gravure as they are with 


letter press or the setting of advertisements. 


ATA members are specialists in advertising typography, and 


this specialization extends to every kind of printing. Their 


superior reproduction proofs, whether on regular proofing 


paper, acetate, bronze glassine or other required material, en- 


able you to secure the finest results from your printing plates. 


The immense inventory of type faces available from ATA 


members is of particular value in this work. No matter what 


face you specify, ATA service will usually provide it. ATA’s pre- 


cision setting which involves the most careful and accurate 


AKRON, O. 

The Akron Typesetting Co. 

ATLANTA, GA, 

Higgins-McArthur Company 

BALTIMORE, MD. 

The Maran Printing Co. 

BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 

BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic 
Service 

CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 

Hayes-Lochner, Inc. 


Runkle-Thompson-Kovats, Inc. 


Frederic Ryder Co. 


CINCINNATI, O. 
The J. W. Ford Company 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 1, NEW YORK © ALBERT ABRAHAMS, Executive Secretary 


< ° } 

of America, Inc. : 

4 ' 

Ne 

i 

. ' 

CLEVELAND, O. LOS ANGELES, CAL. Composition Service, Inc. NEWARK, N. J. ; 
Bohme & Blinkmann, Inc. William ,Carnall * Diamant Typographic Service,Inc. Barton Press t 


Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. ; 

Yaeger Typesetting Co., Inc. 


LOUISVILLE, KY. 
The J. W. Ford 


DALLAS, TEX. MILWAUKEE, WIS. 
-Chiles-Stovall, Inc. Arrow Press 

ney “| George F. Wamser, Typographer 

Dayton Typographic Service MINNEAPOLIS, MINN. 

DENVER, COLO. Duragraph, Inc. 

The A. B. Hirschfeld Press NEW YORK, N. Y. 

DETROIT, MICH. Ad Service Company 


The Thomas P. Henry Co. 

Fred C. Morneau Co. 

George Willens & Co. 
INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Claire J. Mahoney 


Co., Inc. 


Artintype, Inc. 


The Composing 


The House of Hartman 


Advertising Agencies’ Service 
Advertising Composition, Inc. 
Associated Typographers, Inc. 


Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 


attention to spacing, alignment, the utilization of white space [iz 
and all the other technical fine points of these master com- 
positors’ vast knowledge will impart that touch of distinction 
to your job. Whatever printing media you select, if type is 
called for, we can serve you well. 

ATA members offer their customers 11 points of service. In 
addition to “greatest choice of type faces,” you will find high- 
est quality, intelligent service, expert craftsmanship, complete 
facilities, sound business dealing, uniform practices, type serv- 
ice for all advertising purposes, and finally but not least, lowest 
practical costs. And not a single one is ever slighted in doing 


your job. 


The next time you have a typesetting job, investigate the | 
company that offers you this imposing list of services. There | 
is an ATA member near you. Just use the telephone. 


Advertising Typographers Association 


Company * Huxley House 


Imperial Ad Service 
Master Typo Company 
Chris F. Olsen, Inc. 


Frederic Nelson Phillips, Inc. 


Royal Typographers, Inc. 


Harry Silverstein, Inc. 


Tri-Arts Press, Inc. 
* Typographic, 
Typographic 


“ 


Vanderbilt-Jackson 
Typography, Inc. 


Room, Inc. ; Sage H. Volk, Inc. 


A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 

Graphic Arts Typographers, Inc. 
King Typographic Service Corp. 


Morrell & McDermott, Inc. 


Frederick W. Schmidt, Inc. 
Supreme Ad Service, Inc, | 

rr ! 
taftsmen, Inc. 


j Deigsers, Inc. 
“* The Typographic’ Service Co. 


ROT pt 


William Patrick Co., Inc. i 


PHILADELPHIA, PA. 3 
Walter T. Armstrong, Inc. 3 
Alfred J. Jordan, Inc. é 
John C. Meyer & Son. 
Progressive Composition Co. 
Typographic Service, Inc. 


PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 
Warwick Typographers, Inc. 


SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc. 


SEATTLE, WASH. 
Martin & Pettitt, Inc. 
Frank McCaffrey’s Acme Press 


—— 
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THE COMIC 
1 SMASHES EVERY PREVIOUS 
ADVERTISING RECORD! — 


TEN CONSECUTIVE YEARS OF GAINS! 
1949 IS BIGGEST YEAR 
IN ITS HISTORY! 


- ‘ pre sae - 


more 
LINES OF ADVERTISING 
more 
DOLLAR VOLUME 


more 


PRODUCTS IN GREATER VARIETY 
‘THAN EVER BEFORE! 


All of Puck’s issues for the year 1949 have already closed. a c 


ae as aes Yeo ey _ » ea me : a N ee: anes a Bie m yy 2 a abe SAB: = : ae 1 Pog go mee oe 7 Ped ; 
= ae Laie e 3 mc ‘ . Ties Nae ‘ E ae eo e aod a one 2 Ga ey bye : fi) oT e | - 2 & 4 , . | " wy 
= ge eos, Se oe : Se \ eats intelas at E aoe = ae — ie ee gee ~~. cen —— e Re ‘aie cal ‘ | —, | = : : ; . 
Ss os eel ea ame Pop | Steen soe eee eg a ee eo ee ee ee eh ee ee ee ees, Ves ee age es ee =: i Rh i ia a = Se ania! INS he aha enna ee 
ae ao call pce ee Lars ths ee a eR og cc ll el eesti ie oer es Pi oe eee eee a aii . vi - si ae ee © vi 
© she ‘ ae 3 Mee Dita rt . ; siphon alia > (Miia Gti aie NS, i ei Tag ak a ae 8 Se ee A eee Dimer Plt em ena, gts!) GaPeWeE eee cae ot 
ae 3 | . , 
a t : i “ ) | 
i ae a 3 sai 
po ei, jt! Uf ; 
YAY Yy 
/ / 
/ 
ane | IY / ma 
Z =i | | 
YX } < a 
. ; 
*“ r Y ‘ tf) Y 
By aioe a ile . 
- 4 “e sa ; Yf Y] 4s 
de . Yj ‘M4, / 
sai ) : “) “yy / 
acs , ’ , 
“ YY U/f) 
a o ae 3 . : " ! 
Ca eT ae ; 
iS Os ae { TL, j/ 
: re tke pee | 
ee 
Tah toa 
r Se 
sia chat 
iia oath 
a hs 
a , | 
9° 
aa, re : 
P hein tien So 
ea 
fc 
ie ee ‘ cal A 
ds a. 
re, 
Pe 
BL Apes. eae 
ets bag 
oe taeda A 
oes 
as 
Se tae eg 
eee b bel a 
eee ee, 
i aa . 
ia ea q 
wi. fo i a 
eens 
oe 
= “4: 
Sore apie 2 
ie ladies 
aa ese ag 
ee uke {is m% 
pee 
syle eg 
27 See : 
; : Nig: 
Oe eile | 
eae 2 i 
Pee fone 
he ees Bee 
wee chal , 
ee y 
et i, 
ere 
ec Re 
7 
a” 
Barr 
Reis 
‘/ Sag a ae 
7 oe rag © 
te ee 
ee 
i , 
S07 a ee 
LO oe 
eee 
ig cae ear 
a x ; , | 
Se kh Gate yen aiken As A eed m kee F Scat Sie, ok en Pee ae Aer oe ag ee ae Veet as as Site sh ot po a BC eta Gee arect St ae, Nee Se ug Cees Pecan ae ci le ne eae oa mm re sare sis sis 
eee LS seein rs Spa See Spey Sa Sidra Ce Cay Pee gt Oe PP Ee Tea ee See en ore Sy pot state. RO Ma gN pe eet ees) + SE eater & Meee Tbr pa e “2 Bion. sit eee = TP RR eee ae Tasha ine aeeaer point: oe cao. sei aes ava 2k oe igs ae oe 


Cs 


Z 


Copr. King Features Syndicate, Inc. 


. 5 : ps 
* -_ 
se 
These 8dvertiser. know that Puck, the Only Nationa] Comic Weekly, is America . | 
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A Good Post-Advertising Career 


Once again that fabulous team of Benton & Bowles, ex-admen who 
made their pile and promptly retired from the business, is back in 
harness. 

This time it is in the political arena. Gov. Chester Bowles of 
Connecticut has appointed William Benton as U. S. Senator from 
that state, to fill a vacancy created by the resignation of the incumbent 
to take a judicial post. 

Whether one agrees with the Bowles and Benton political concept 
or not, the activities of these two successful advertising men since 
they ceased being admen are worth serious study. 

Benton became vice-president of the University of Chicago, | the 
owner and developer of Muzak, and the owner of the Encyclopaedia 
Britannica. Active in a host of civic and public activities, he ul- 
timately was named Assistant Secretary of State, in primary charge 
of the world-wide public relations activities of the department, which 
were centered principally around short-wave broadcasts. 

Bowles, too, entered public life ‘actively, first in Connecticut and 
then on the national scene, as OPA director. Now, as governor of 
Connecticut, he has put the firm of Benton & Bowles (no connec- 
tion with the advertising agency) back into active business with 
his appointment of Bill Benton to the U. S. Senate. 

It might be a very good idea for other admen whose careers have 
reached the point where keeping the wolf from the family door is no 
longer a problem, to ponder the new careers of Messrs. B & B. 

Although publishers, and particularly newspaper publishers, have 
been active on the public scene since there has been a public scene, 
and have occupied politica) office all the way up to the office of 
President, advertising men as such have been noticeable principally 
for their absence from this arena. In fact, although we probably are 
doing an injustice to many advertising men, the only one whose name 
comes to us is Bruce Barton, one-time congressman. 

Whether advertising men have any special qualifications for 
public office is a moot point, but certainly no more moot a point than 
whether lawyers or publishers have special qualifications. But they 
do have—or should have—special qualifications of understanding 
people and the economy, and thoes qualifications are desperately 
needed in public life. e 


Admen who are able should not shy away from their responsi- 


bilities, nor be reluctant to transfer their activities to the arena of 
politics. 


What Does 1950 Look Like? 


As is usual at this season of the year, the effort to forecast the 
general tone of business for the new year is occupying a good deal 
of time. 

The consensus seems to be that 1950 ought to be a good year—as 
good as this year, or perhaps a little better. But it will take more 
than a carefully opened transom to cash in on it. 

The key to the economy during the past couple of yeort—auid very 
likely during the coming year—does not fit all doors. Business in 
general is good; in specific instances it ranges from very good to 
very nearly poor. 

Some lines gre sailing along with practically no signs of trouble; 
others have already had a considerable number of storm warnings 
flashed ig their faces._ 

Whatever. the outlook for your oorthniiar business or your line 
of business, it is quite obvious that business will come, next year 
and in following years, to those who go out aftér it. Backing and 
filling, hemmingtapd hawing, waiting and proceeding with excessive 
caution, won’t put al®ee6rders onathe“books. 

If you want ’em to buy, you’d better get out and sell ’em. 


Advertising Age, December 12, 1949 © 


—Dun’'s Review 


“| wouldn't want to seem to go too far, of course, but a little recession might bring 
back our perspective.” 


What They're Saying 


Management and Faith in 
the Purchase of Advertising 

I believe in advertising—that is, 
good advertising. 

But too frequently advertising 
has relied largely on faith and 
emotion to justify itself—and its 
cost. 

Please understand me. I am not 
an advertising man. I am a lay- 
man, a business man, an engineer. 

Like other men in positions sim- 
ilar to mine, I need some sort of 
measure of proof that a specific 
advertising program for which 
money is being sought will bring 
results. The best way to prove that 
it will pay off is to show that it 
has. 

Any good business man naturally 
shrinks—and he should shrink— 
from supporting advertising on a 
by-guess-and-by-gosh basis. 

Good engineering and good ad- 
vertising have much in common. 
Both are imaginative, creative, 
progressive, productive. 


But generally speaking, it is 


much.“éasier for an engiheer to 


produce a quantitative measure of 
results than it is for an advertis- 
ing man. This is one of the major 
reasons why engineering has been 
so much more successful in prov- 
ing value received for dollars ex- 
pended. 

Since the burden of proof is on 
advertising, it is heartening to 
know that this advertising per- 
formance awards program has 
turned its focus away from fuzzy 
goals and doubtful achievement. 
This is the kind of course that 
improves advertising and builds 
reputation ... 


—Elmer L. Lindseth, President, Cleve- 
land Electric Illuminating Co., to 
Cleveland Advertising Club, Nov. 16. 


Role of Advertising Clubs 

It is said now and then, but far 
less frequently today than a few 
years ago, that the “big boys” in 
the business don’t take the adver- 
tising clubs seriously. 

In the early days of advertising 
club development, some of the 


clubs didn’t take themselves any 
too seriously. Like Topsy, many 
of them just grew without any 
special direction or aim in life. A 
bunch of good fellows, with per- 
haps a common interest, got to- 
gether and formed an ad club, and 
there you were! Some of the early 
clubs did many constructive things 
and put a lot of ballyhoo in the 
process. The ballyhoo often was 
more in evidence than the good 
deeds. 

There are several clubs today 
that would find it difficult to meet 
the standards of the Advertising 
Federation of America insofar as 
affiliation is concerned; and, a few 
within our ranks that are still in a 
bit of a daze as to why they are 
organized and precisely what they 
are supposed to do constructively 
for the cause of advertising and for 
their own members as advertising 
men and women. But they are few 
in number and they are learning 
fast. 

“Advertising clubs are doing a 
job for advertising which no other 
organized group or groups within 
the advertising business can do, 
and which is important in the in- 
terests of better advertising and a 
wider public acceptance of adver- 
tising. 

—Bulletin, 
America. 


Advertising Federation of 


Things Were Really Tough 

Now that everybody’s feeling a 
bit better about business condi- 
tions, how were we faring during 
the depression-around-the-corner 
days of last spring and summer? 
Department of Commerce figures 
show that both personal income 
and consumer purchases remained 
relatively stable during the whole 
period. 

In July, for instance, the flow of 
income to individuals stayed with- 
in 3% of the peak reached last De- 
cember. Consumer buying during 
the second quarter was less than 
2% under the final 1948 quarter— 
and at the same time consumers 


were saving more. 
—McCall’s 


Washington Newsletter. 


Rough Proofs | 


Frank Leahy always uses the 
sound technique of building 
Notre Dame’s néxt football op. 
ponent as terrific, and on Dec. 3 
Southern Methodist made him 
look good. 


National Distillers featured 
Monty Woolley in a half-page ad 
on Page 66 of the Dec. 5 issue of 
Life, and in five eighth-page ads 
on other pages of the same number. 

It’s quite evident that the man 
who came to dinner stayed for the 
cognac and cordials. 


International Lastex quotes Rob- 
ert Piguet, Paris couturier, as 
saying, “My creations require a 
figure that can be revealed.” 


With a figure like that, who y 


cares about creations? 


Gladys the beautiful receptionist ; 


says that after looking over the 
travel ads, she wonders whether 
the admen she knows go South to 
enjoy the sunshine and scenery 
or to look at the bathing girls. 


Robert Copeland says that an ad 
in the wrong medium is very much 
like a love letter addressed to the 
wrong girl. Except that the wrong 
girl would enjoy reading it almost 
as much as the right one. 


“Style, not brand, is most im- 
portant in women’s shoes,” head- 
lines the world’s greatest adver- 
tising journal. 

That may not be news, but it 
confirms a long-standing suspicion. 


After all the promotion restau- 
rants have built up through en- 
dorsements by Duncan Hines, they 
will have a fine chance to recip- 
rocate in ordering from the new 
food manufacturer, Duncan Hines. 


A Nashville dachshund won the 
Gaines dog food contest and will 
spend a week in a suite at the 
Plaza. He doubtless hopes to carry 
at least one of his prizes to New 
York with him—a fire hydrant. 


“Commercials may be recalled 
more than TV shows, Starch re- 
ports,” the headline says. 


Is that because the acrobats and. 


the tap dancers all look so much 
alike? ‘ 


Country Gentleman has shown 
excellent judgment in rescuing 
from oblivion and using as a pro- 
motion slogan the motto once 
prized by Rotarians, “He profits 
most who serves best.” 


Amm-i-dent is featuring photo- 
graphs of movie stars without 
identifying them, and a San Fran- 
cisco newspaper goes it one better 


by using a promotion of its me-— 


dium without even identifying 
itself. 


Young & Rubicam o.fers 4 
sweatshirt as a symbol of how to 
produce successful advertising: 

It also suggests that it might be 


fun. 
. Copy: Cus. 
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cir Have you put together both halves of 


3 ‘ _ AMERICA’S 3"° MARKET? 


t im- 
head- 
dver- 


yut it 
jicion. 


= HALF tHe PHILADELPHIA MARKET 


, they 
recip- 
; new 
tines LIVES OUTSIDE THE CITY LIMITS! 
m the 
1 will bi 
t the THE INQUIRER leaves no holes in your market- 
‘New ing program in Philadelphia’s great market of GET MORE THAN THE 
nt. over 4,000,000 persons. HUB...GET THE WHOLE 
— For THE INQUIRER covers the city zone in- RICH MARKET! 
h re- tensely ... plus the ‘“‘multiple-market”’ area, Daily Sunday 
gis 24 INQUIRER INQUIRER 
s and. too: the surrounding suburbs, the nearby cities ©, of Festi Camieeinn 
ma and towns, the rich rural areas. 71.5 86.9 
Look at the chart. It shows you that to get 69.2 | 88.2 
mate your advertising dollar’s worth in Philadelphia 63.8 | 84.8 
} pre you must reach the whole market. To reach 
ones 60.4 82.5 
ofits the whole market you must use THE INQUIRER. bt 
ol NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN’ PHILADELPH/A 


Fran- 
better 
5 me- | 
ifying 


The Philadelphia Puguirer 


Exclusive Advertising Representatives: 


CUB. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S, Hill St., Los Angeles, Michigan 0578 


*h 
3 
a 
= 
¥ 
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TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 * 
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New Participation 
Ad Column for Men 
to Start in Spring 


Cuicaco—“Memos for Men,” a 
new advertising feature page sim- 
ilar in some respects to Nancy Sas- 
ser’s columns, is scheduled to 
make its appearance on a monthly 
basis in Collier’s, beginning next 
spring. 

Each bleed page insertion of 
Memos for Men will carry copy 
boosting twelve noncompetitive 
products, with all copy in informal, 
man-to-man style and grouped in 
a distinctive layout arrangement. 

The program is produced by 
Memos for Men Inc., a new cor- 
poration composed of “a number of 
well-known men in the men’s ap- 
parel and accessories sales and 
merchandising field,” according to 
D. H. Steele, vice-president of 
Hamilton Advertising Agency, 
which has been appointed to han- 
dle the account. 

“Memos for Men,” he adds, “is 


~ shensored sons can be com- 
puted with accuracy because 
the Roanoke newspapers com- 
pletely dominate this market. 


— Make Sedncky the testing 
aa ground, if you want to prove 


TEST FIRST IN 


AN IDEAL TEST MARKET 


tive booklet. Write 
= your complimen- 
tary copy of 45 
MARKET TESTistic . 


Cy 


ge Pi de Ferguson, 
Walker Co., 60 East 
42nd St., N. Y. 17. 


Bal es ee a 


ROANOKE 


MES AND WORLD-NEWS 
ROANOKE VIRGINIA. 


SS eeeeeeooownror i 
SAWYER «FERGUSON + WALKER CO. 


addressed to’ the men who look 
for what’s new ... The aim of copy 
and art work is to be entertaining, 
stimulating and informative.” 


= Copy is “written” by “Tux—the 
editor who signs the page—and 
who is purposely anonymous, to 
create a personality who can rank 
as an impartial authority on items 
and affairs of interest to men.” 
Advertisers have a choice of 
one of three sizes of ads. Minimum 
contract is three consecutive in- 


sertions (once a month). The three 
sizes include 14-line spots ($882 
for three times); 55-line ads ($2,- 
887.50 for three times), and 85- 
line ads ($4,462.50 for three times) . 
Agency commissions of 15% 
plus 2% cash discount are al- 
lowed agencies placing copy, with 
closing dates 60 days before the 
magazine publication date. 


w In addition to the column, 
Memos for Men Inc. plans to of- 
fer participating advertisers mer- 
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chandising assistance to the trade, 
dealer sales aids and dealer panel 
surveys, on a monthly basis, to 
determine customer reaction to 
items featured. 

Each page will carry a coupon 
listing all products appearing on 
the page by number. Readers are 
invited to check as many numbers 
as they wish, to receive additional 
ihformation on price, the name of 
a local dealer, etc. 

Memos for Men Inc. is located 
at 121 W. Wacker Drive, Chicago 1. 


3 Join Omaha Station 

Eric Ross, formerly with KSWI, 
Council Bluffs, Ia., has joined the 
sales department of Station KBON, 
Omaha. Beverly Bush has joined 
the KBON publicity and promo. 
tion staff and Mrs. Mayme M. Al}. 
lison has been named director of 
women’s activities. : 


To Clark-Wandless-Mann 

Clark-Wandless-Mann, New 
York, has been appointed to rep- 
resent WAPA, San Juan, Puerto 
Rico, in the U. S. 


National Representatives 


The Big Economy Package of 
Just what? 


The Publisher’s Obligation to the Advertiser. Number 3 in a 
Series of Discussions of Business Paper Circulation Principles. 


ACKAGE BUYING is quick and easy. It’s a 

matter of minutes to buy a family’s food for 

the week, of seconds to pick up smokes for a 
month. 

So we tend to buy more and more things that 
way. The “package’’ becomes merely figurative: 
the tankful of gas of which we never see a drop, 
the month’s telephone service we do not bother 
to record... We go farther:. businesswise, we buy 
carloads of steel: or coke or. lumber upon mere 
representation and specification—and often enough 
accept and use those commodities with as casual 
a check as the housewife makes upon opening a 
carton of eggs. 

But we do not stop there. To save ourselves time 
and trouble, we tend to “‘package-buy” things more 
complex and costly still: commodities simple to 
order but difficult to verify. 


Package-buying of Advertising 


One of these is publication advertising. American 
business spends millions of dollars for space — and 
risks more millions of dollars in sales — sometimes 
upon a few hours’ work with the rate-and-data 
book and the ruled-off pad of analysis paper. 

This is especially true in the business paper 
field, where the number of publications is great, 
the average cost of space in each comparatively 


* Discussed in Number 2 of this series, “Your Boss and Ours — The 
Reader” — which appeared in November 1949. Copies on request. 


small and the temptation to hasty selection in- 
creased. 
The Package the Advertiser Buys on Faith 


When the advertiser okays a space schedule in any 
publication he buys a package with contents whose 


-quality is a function of editorial excellence* — and 


whose quantity is a matter of circulation. 

Now, circulation is unusual in this respect: it is 
something the advertiser cannot see —and never 
will see. For circulation, by its very definition, can- 
not be delivered on his doorstep, for him to count 
and verify; it isn’t circulation at all unless it is 
delivered at thousands of other places. That is, 
delivered to people who want the publication and 
who form a self selected audience for the advertiser. 

So he has to buy circulation on faith. At the very 
least this must be faith in the publisher’s represen- 
tations. They are in effect the “label” that describes 
the unseen contents of the circulation package. 

In the case of a business paper this label pur- 
ports to tell him three things. It describes circula- 
tion contents in three dimensions: the number of 
people in the paper’s audience (with a numerical 
analysis of their geographic distribution) ; their 
functions in buying as shown by their positions 
and the business of their companies; and their 
disposition to read the paper when they get it. 
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Forms Promotion Service 


Al Vinson, formerly, with the 
romotion department ot the San 
Prancieco Chronicle, has formed 
a new merchandising concern for 
retail and national accounts, 
known as Al Vinson Promotion 
Service. Offices are located at 
1352 98th Ave., Oakland. 


Sunday Edition Added 

The Tribune, Albert Lea, Minn., 
daily, has added a Sunday edition 
carrying color comics and a local 
magazine section. 


Lyon Adds Two Accounts 


Blackhawk Industries, Dubuque, 
Ia., manufacturer of electrical sup- 
plies, and Century Engineering 
Corp., home heating and farm 
equipment division, Cedar Rapids, 
have appointed W. D. Lyon Co., 
Cedar Rapids, to handle their ac- 
counts. 


Bennet Joins ‘Seventeen’ 

Charles G. Bennet, formerly with 
Living for Young Homemakers, 
has joined the sales staff of Seven- 
teen. 


Henderson Agency Appointed 

Henderson Advertising Agency, 
Greenville, S. C., has been ap- 
pointed to handle the account of 
Lightner’s Poultry Farm, Columbia, 
S. C. A newspaper and radio cam- 
paign will begin Jan. 15. 


Dispatch Press Elects Edgar 

Roy Edgar, who joined Dis- 
patch Press Inc., New York, in 
1924, has been elected president 
of the company, financial and pub- 
lication printer. He succeeds Percy 
Edgar, resigned. 


Laskey Heads Advertising 


Columbia University Press, New 


FPA 2 egg WG ri, 


York, has placed Harold H. Laskey, | ~~ 


sales manager, in charge of adver-| ~ 
tising. Administrative direction of|~ 


sales, sales promotion, advertising, 


and public relations will continue ee 


to be handled by Fon W. Board- 
man Jr., sales promotion manager. 


Y&R Names Murphy 

Young & Rubicam, New York, 
has added Martin J. Murphy, for- 
merly with Pedlar & Ryan, to its 


staff as senior time buyer. 


It seems to us that the publisher owes to the 
advertiser an obligation to state these dimensions 
in terms as forthright as those the advertiser him- 
self uses in labelling a package for the consumer. 
That is, in standard measurements, verifiable by a 
standard, impartial method of checking. 


The Publisher’s Obligation 


The advertiser is entitled to know how much cir- 
culation he is getting, out where he cannot see it, 
and to know this in figures that are uniform and 
comparable for all publications in the same field. 

He is entitled to the assurance that these figures 
are statements of actual measurement, as imper- 
sonal and verifiable as the measure of weight or 
cubic contents on the consumer’s package. 


Three Verifiable Dimensions 
of Circulation-Package Contents 


In the major section of the business press, which 
includes its largest and most substantial publica- 
tions, the three dimensions of circulation are veri- 
fiable—and verified — by ABC audit of net paid 
circulations, a system set up by advertisers, agencies 
and publishers, for the good of all advertising, as 
far back as 1914: 

1. Genuineness of audience-count. The advertiser 
is entitled to know that all the people claimed as 
recipients of a publication actually get it. The 
ABC statement shows this by audit of net paid 
circulation averages for a year and within the year, 
with a trend of averages over a period of time. It 
gives an exact analysis of geographic distribution 
of a representative issue. It shows how recently sub- 
scriptions have been entered or renewed —a gauge 
of list accuracy... 

2. Functional “liveness” of audience. The only au- 


_dience worth while for a business paper advertiser 


is made up of individua!s pinpoint-selected in each 
firm from inside knowledge of their functions in 
buying his product. 

- The ABC statement gives the advertiser an 
analysis of paid subscriptions based on subscribers’ 
own designations of the nature of each company’s 
business and of the function within it of each indi- 
vidual subscriber. And if some companies sub- 
scribe, pay for and designate recipients within 
their own organizations, the statement reports that 
fact accurately in number and percentage of — 


. net paid circulation... 


3. Receptiveness of audience. The advertiser is 
entitled to know that people want to get the publi- 
cation that carries his message. Two-thirds of an 
ABC audit of a business paper’s circulation is 


focused on evidence of exactly this point: price or . 


prices they pay; inducements they are offered; 
methods used to get their subscriptions; percen- 
tage of them who renew... This covers all sub- 


_ scriptions and is expressed in figures, not opinions. 


ABC Measures Contents 
INSIDE the Circulation Package 


ABC figures are measurements of the inside con- 
tents of the circulation package, not of its outside 
dimensions. They count as circulation only that 
which gets into the hands of recipients. They list 
as subscribers only those designated from within 
companies — by the individuals or the firms them- 
selves. They rate desire to get a publication only 
on evidence from within of willingness to lay cash 
on the line. 

Though there are publications beyond the ABC 
field which offer excellent buys for the advertiser, 
we do not believe they can be distinguished by 
their labels alone from others which give the ad- 
vertiser far less in packages that look just as big. 
They should be bought upon a careful examina- 
tion of their circulation contents, not by a hasty 
snatching off the shelf. 

In fact, we do not believe that space should be 


-bought by rapid package-picking at all. And we, 


say this though many advertisers tell us that they 
identify and choose the leading business paper in 
certain fields by looking in the rate-and-data book 
for the words “A McGraw-Hill Publication.” It is 
all very well to trust the circulation labels of our- 
selves or any other good publisher, and safer to do 
so if the ABC symbol appears above a publication’s 
listing. But it would be a far better thing for ad- 
vertising if every buyer of space were to seek by 


- every available means to discover before buying 


any publication, exactly what is inside the Big 
Economy Package. 


* 


McGraw-Hill Publications 


330 West 42nd Street, New York 18, N. Y. 
HEADQUARTERS FOR BUSINESS INFORMATION 


EVERY McGRAW-HILL MAGAZINE IS A MEMBER OF, OR IS QUALIFYING FOR MEMBERSHIP IN, THE AUDIT BUREAU OF CIRCULATIONS 


ave you ever noticed 

how often the product 
being advertised is greatly sub- 
dued ‘by too much background or 
decorative scenery? The top illus- 
tration is a good example. Beauti- 
ful photograph ... but what is it 
selling? 


There’s little doubt when you 
glance at the second illustration. 
Here the subject in action is em- 
phasized by close cropping and a 
little outlining. It is the same 
photograph, but landscape 
‘props’ have been practically 
eliminated to bring out the spot- 
light feature. 


, 
We are glad to make such a sug- 
gestion whenever the occasion 
arises. In fact, it is an important 
item in the complete G. R. Grubb 
& Co. service which, in addition 
to really fine engraving, includes 
all types of photography, retouch- 
ing, creative design and finished 
art. You, too, can benefit from 
such service. Just write or call... 


GR. GRUBB ACO, 


ENGRAVERS | 
Artists - - Photographers 
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Talk in Terms 
of Unit Ad Cost, 
Says Marsteller 


Cuicaco—“If space salesmen 
would make unit cost of advertis- 
ing their first line of attack, it 
soon would be apparent [to adver- 
tisers and agency space buyers] 
that space salesmen are selling to- 
day’s biggest bargain,” according 
to William Marsteller, vice-presi- 
dent in charge of advertising and 
research, Rockwell Mfg. Co., Pitts- 
burgh. 

Speaking before the Chicago 
Dotted Line Club on the subject, 
“What is there to fear?” last Mon- 
day, Mr. Marsteller advocated 
placing greater emphasis on the 
advertising cost per unit sold, 
rather than on the total advertising 
budget. 

“We ought to speak in terms of 
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mills and cents per unit rather 
than thousands or hundreds of 
thousands of dollars,” he added. 


@ Mr. Marsteller also denounced 
the practice of preparing a hand- 
some, time-consuming brochure 
each year to justify the advertising 
appropriation and secure accept- 
ance of an ad budget. Such effort, 
he insisted, is a waste of time and 
energy. 

As an alternative, he declared 
that advertising managers ought 
to realize that they are part of 
“management” in a company. They 
should be conditioned to handle 
management and policy-making 
decisions in harmony with other 
executives rather than in compe- 
tition with them, he declared. 

Having adopted such an at- 
titude, he continued, the advertis- 
ing manager could hold a series of 
monthly, weekly or even daily 
meetings with other. departmental 
officers. If the advertising and pfo- 
motion activities were coordinated 
with those of other departments 
throughout the year, there would 
be no need for an annual “pitch” 
to maintain or boost the appropri- 
ation. 


a “If we are going to continue to 
progress,” he said, ‘‘we must come 
to the conclusion that space sales- 
men, agency men and advertisers 
...are headed in the same direc- 
tion...and want to achieve the 
same goals.” 

Mr. Marsteller asserted that, 
consciously or unconsciously, most 
people are conditioned to be a little 
suspicious of management. This 
latent fear of management men, 
he continued, conditions the man- 
ner in which most advertising men 
work. 

But such fears can and should 
be overcome, he added. Such fears 
would disappear if advertising men 
realized that there are degrees of 
management, that “management” 
consists of all those persons in or 
out of the company who make de- 
cisions affecting employes, custo- 
mers or stockholders and thus, that 
advertising managers are manage- 
ment men themselves. 

Returning to the problem of 


selling an ad budget to top man- 
agement, Mr. Marsteller declared: 
“If advertising can do something, 
you ought to be able to prove it.” 
There is ample literature on the 
subject of measuring advertising 
effectiveness to serve as a guide, 
he insisted, and a variety of per- 
formance tests are available. 

Company ad executives should 
encourage advertising effective- 
ness tests. “An advertising mana- 
ger’s very title gives him respon- 
sibility for making these tests,” 
he said. 

“It’s about time we overcame our 
fears—fear of management and 
fear of checking results... Most 
company managements will spend 
money for things which can be 
proved will increase sales and pro- 
fits.” ; 


s Industrial advertising, he ar- 
gued, has improved tremendously 
in the past ten years and its ef- 
fectiveness now is generally ac- 
cepted. 

One indication that industrial 
advertising has come of age, he de- 
clared, is the trend away from 
setting ad budgets as a percentage 
of sales and toward setting up 
reserves for increased expenditures 
in times of recession. 

Such reserves, according to sev- 
eral tax authorities, he said, are 
legal under internal revenue tax 
statutes. ; 


Form San Francisco Agency 


Richard W. Byrne and Joaquin 
Grill, formerly with Sherman & 
Shore Advertising, San Francisco, 
have formed Byrne & Grill Adver- 
tising Agency, with offices at 420 
Market St. Accounts include Cal- 
ifornia Central Airlines. 


Long Advertising Named 

Pioneer Investors Saving & Loan 
Association, San Francisco, has ap- 
pointed Long Advertising Service, 
San Francisco, to direct its account. 
Morning radio news broadcasts 
will be used initially. 


Magazine Makes Debut 

The Minneapolis Chamber of 
Commerce has published the first 
issue. of its new monthly service 
magazine, “Greater Minneapolis.” 
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Over 970,000 men of substance 


and character are Elks. 


These readers of The Elks Magazine 
want and are able to buy 
substantial comforts and conveniences. 


68.9% own their homes. 


With a median annual combined family 
income of $5,472.33, they are financially 
able to buy your home equipment. 
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NEW YORK + CHICAGO - DETROIT - LOS ANGELES 


Ralph Evinrude, president of Evinrude Motors div. of Outboard ~ 
Marine & Mfg. Co., Milwaukee, was married to Mrs. Joan Everett Tobin © 
in Lake Forest, Ill, Nov. 26. . . In Norwalk, Conn., Steven R. Otis, an 
assistant art director of Young & Rubicam, New York, married Joy © 
Wrigley, of Norwalk. . . It’s just.in the planning stage for Cynthia Ann — 
Brophy, whose engagement to Robert Conover Macauley has been an- — 
nounced. Her father is Thomas D’Arcy Brophy, Kenyon & Eckhardt © 
board chairman. .. Another newly engaged New Yorker is Ann Larsen, 
daughter of Roy E. Larsen (Time Inc. president) and Mrs. Larsen. The 


prospective groom is Gordon H. Ritz. . . 
There’s that definition of an 


adman that Lee Bristol, Bristo}- 
Myers president, gave out at the 
Audit Bureau of Circulations din- 
ner: “Yes sir, no sir, and ul-sir.” 
So the Florida treck is on, and 
among those getting the sun are 
Al Harding, sales manager of 
WCCO in the Twin Cities, and 
Rudi Neubauer, NBC Chicago 
network salesman. . . Perhaps 
H. A. Batten, N. W. Ayer prexy, 
had the best idea. He’s on a 
vacation with no forwarding ad- 
dress left behind. . . 

The Minneapolis husband- 
and-wife team, John and Sally 
Gibson, who forsook their jobs 
at Knox Reeves, Minneapolis, 
last year for the rugged life of 
the North Shore region around 
Lake Superior, have called it 
quits and returned to urban 
life. John has taken an art job 
with the Fadell agency in Min- 
neapolis, and Sally is doing 
free-lance writing. . . 

Henry Follmer, Benton & 
Bowles, New York, headed the 
art department committee for 
the fifth annual exhibit of paint- 
ings and drawings by employes 
which is being shown at the agency’s offices until Dec. 15. George 
Schuyler, William Tomkins, Joseph Clark, Irene Egan and Joseph Miske 
are committee members. . . 

Dec. 14 will be a big day for Texan Ernest Lynn Kurth, pioneer of 
the southern newsprint industry and famed for his development of the 
Southland Paper Mills, which kept 70% of the South’s newspapers going 
during the war. A part owner of the Lufkin Daily News and stock- 
holder in KTRE, Mr. Kurth’s day will start with a county-wide open 
house, swing into a Parade of Industry and wind up with a testimonial 
dinner. . . 


BERMUDA VACATION—Caught in the sun 

by a cameraman while enjoying a Bermuda 

vacation are William Okie, vice-president 

and director of J. M. Mathes Inc., and his 

wife, Louise. The Mathes agency just hap- 

pens to handle the Bermuda Board of 
Trade account. 


REFRESHER—Joseph H. McConnell, president of National Broadcasting Co., has a 

short holiday in the South with his family. On the terrace of the Ponte Vedra 

Inn, Ponte Vedra, Fla., are Mr. McConnell, Mary Meade, Mrs. McConnell and Betsy. 
A third daughter, Cathy, didn’t join the vacation group. 


Frank Stanton, president of Columbia Broadcasting System, was — 


initiated into Alpha Delta Sigma, national honorary marketing fra- 
ternity, on Dec. 9 at the Advertising Club of New York. . . The radio 
division in the Suffolk County chapter’s campaign for the National 
Foundation for Infantile Paralysis will be headed by Craig Lawrence, 
general manager of WCOP, Boston. . . 

In St. Louis there’s a campaign under way to raise $100,000 for a 
building for the Occupational Therapy Workshop. V. P. of the group 
behind it is Charles Claggett, a v. p. of Gardner Advertising Co. . . Ap-. 
pointed for a two-year term as director of the Illinois Association for 
the Crippled is Arthur P. Kane, president of Kane Advertising, Bloom- 


nm... 

Michael Frey, general manager of the Portland Oregonian, and Rose- 
mary Dwyer, who were married Nov. 19, are honeymooning in Hawaii. 
... Avron Spiro, president, and M. M. Shurman, secretary-treasurer of 
Lake-Spiro-Shurman, Memphis, held open house Nov. 18 in the agency's 
new quarters on the second floor of the Radio Center Bldg., where 
guests were impressed, particularly, by the specially-designed audition 
control room for radio and television presentations. . . 

Ernest A. Mennell, of Moloney, Regan & Schmitt, is handling details 


_ concerning Pacific Coast Displaced Persons, an informal group recently 


organized for men from the West Coast engaged in advertising, sales 
or publicity in New York.- The group plans social, no-host luncheons 
as its first activity. . . 
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ow 375,000 important families 


will spend their income of 
$5,000,000,000 


The 375,000 families who read U.S.News & World Report 
represent approximately 1% of all U. S. families. 


* 
The average income of $13,557 of USN&WR families totals 
approximately $5,000,000,000. * 

* 


Their average income is just about three times the average 
income of all U. S. families. 


* 


These simple but vitally important facts are of immediate 
and practical use to every sales and advertising manager 
of quality goods and services. 


* 


ee rr 


cca 


2 <- -g- 


Boe 5 


*Send for complete study of 
“A $5,000,000,000 MARKET FOR CLASS CONSUMER GOODS” 
giving all sources and showing the indicated expenditures 
by our subscribers in 15 important categories such as 
Insurance, Recreation, Automobile, etc. 
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Mullen, Johnston Join Jerry Fairbanks 


HoLitywoop—In a complete re- 
organization of Jerry Fairbanks 
Inc., film producer, Frank E. Mul- 
len becomes president of the board 
of directors, and Russ Johnston 
will join the company on Jan. 1 as 
vice-president. Jerry Fairbanks 
continues as president and will be 
in charge of all production as well. 

In announcing the changes, Mr. 
Fairbanks said they are the fore- 
runners of an expansion of pro- 
duction facilities both in Holly- 
wood and New York. The reorgan- 
ized company will develop and 
package video programs on film 
and will set up its own distributing 
and station sales agencies im- 
mediately. 

Mr. Mullen, formerly executive 
vice-president and general mana- 
ger of National Broadcasting Co., 
and more recently president of the 
Richards radio stations, will ad- 
minister business affairs. He will 
have headquarters in Hollywood, 
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ILLUSTRATION BOARD 


@ superb surface for every art technique 


Take 100% rag-content paper that's 
25% heavier than any other illustra- 
tion board. Mount it on a well-sea- 
soned, double thick board that won't 
warp or twist. Give it a substantial, 
heavy-quality backing. Make it to pre- 
cise specifications at a distinguished 
paper mill. Result? Art Brown's Su- 
perior Illustration Board: the finest 
board, foreign or domestic, you can 
buy. 

SUPERIOR ILLUSTRATION BOARD 
—IN TWO WORKABLE SURFACES 


HOT PRESSED (H.P.) 
Hard, smooth surface. Ideal for pen and 
ink work. Won't feather or pick up, even 
in the finest cross-hatching. 

COLD PRESSED (C.P.) 
Enough texture to take wash and water 
without blotting, yet smooth enough for 
pen and ink. 


Sizes: \ ' 
22x30 $1.00sheet $10.80 dozen 
30 x 40 1.80 sheet 19.80 dozen 


You'll find Superior Ililustration Board at | . 


your local dealer, or fill out coupon below 
for FREE sample. 


Please send me FREE samples of: Y 
(C0 Superior Illustration Board 
0 Catalog of Advertising Art Material 
Nome. 
Company. 
Addre 
Local Dealer. 


ARTHUR BROWN & BRO. 
2 West 465 Str ot New) York 19, at 


The De ‘partment Store of Art Mat 


re ere ae 
se yet Sigh kaso 


but will spend part of his time 
in New York. 

Mr. Johnston, who organized 
and headed NBC’s film division 
since its inception two years ago, 
tendered his resignation to NBC 
last week. He will be a member of 
the Fairbanks board of directors, 
operating out of New York. 

Fairbanks’ recently developed 
three-camera technique will be of- 
fered to outside producers. 


: Buys Adding Machine Concern 


L. C. Smith & Corona Typewrit- 
ers Inc., Syracuse, N. Y., has pur- 
chased the assets of the Universal 
Business Machine Corp., Middle- 
town, Conn., manufacturer of the 
Llorens adding machine. The re- 

rted sale price was “more than 

00,000” and included royalties. 


National Tube Promotes Two 


Harry L. Bialock, manager of 
sales of National Tube Co., United 
States Steel Corp. subsidiary in 
Atlanta, has been named manager 


Advertising Age, December 12, 1949 


of sales of the tubing specialties 
division, with headquarters in 
Gary. He succeeds David T. Mar- 
vel, who has resigned. Charles J. 
Lundvall, salesman in the New 
York district office of National 
Tube, replaces Mr. Bialock in At- 
lanta. 


Helm Joins Aylin Agency 

Roger Helm, formerly art di- 
rector of Ross Llewellyn Inc., Chi- 
cago agency, has joined Aylin Ad-| A 
vertising Agency, Houston, in the 
same capacity. 


To Guild, Bascom & Bonfigli 


Guild, Bascom & Bonfigli, San 
Francisco, has been named to han- 
dle the advertising of Skippy pea- 
nut butter, manufactured by Rose- 
field Packing Co. of Alameda, Cal., 
and Good Foods Inc., Minneapolis, 
effective Jan. 1. 


| Clement Joins Wolff Agency 


ae H. Clement, formerly 
—_ ack Knabb Advertising 
gency, Rochester, N. Y., has 
joined Ed Wolff & Associates, 
Rochester, as account executive. 
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Airline Promotes Weismann 

WwW. S. Weismann Jr., district 
sales manager in Buffalo for Amer- 
ican Airlines, has heen appointed 
assistant to the president in the 
airline’s administration offices in 
Washington, D. C. 


WSAT Appoints Piedmont 


Station WSAT, Salisbury, N. C., 
has appointed Piedmont Advertis- 
ing Agency, Salisbury, to direct 
its advertising and public rela- 
tions. Trade publications and di- 
rect mail will be used. 


Whitney Appoints Butler 

Ralph R. Butler has been ap- 
pointed sales manager of F. A. 
Whitney Carriage Co., Leominster, 
Mass., manufacturer of baby and 
doll carriages, juvenile furniture 
and clothes hampers. 


Hemingway Opens PR Office 


Frank Hemingway, formerly 
business manager of American 
Forest Products Industries, will 
open a public relations office at 
406 E. Fourth St., Jamestown, N. 
Y., after Jan. 1. 


Beekman Names Peter Hilton 


Beekman Industries Ltd., New 
York, has named Peter Hilton Inc., 
New: York, as advertising and pro- 
motion consultant for the intro- 
duction of British-made products 
in this country. Newspapers and 
magazines are scheduled. 


To ‘Modern Sundries’ 


Joseph C. Gallagher, formerly 
assistant to sportscaster Don Dun- 
phy, has joined the advertising 
ped of Modern Sundries, New 

ork. 


Oechsner Joins R&R 


Oechsner, formerly in 
the men’s wear promotion and 
merchandising department of Col- 
lier’s, has joined Ruthrauff & Ryan, 
New York, as an account execu- 
tive. 


Plans Las Vegas Office 


Dorothy Young, Chicago spe- 
cialist in theatrical brochures, 
plans to open a western office in 
Las Vegas, Nev., shortly, to serve 
oe clients in the theatrical 

eld. 


Every Sixth Radio Home... FREE 


After serving as the “different” network for 


nearly 15 years, we now find that difference 
branded—in earthy, fiscal terms—by the authori- 
tative Mr. A. C. Nielsen. His studies reveal that 


the price of five radio homes on other networks 


will get you six on Mutual. In terms of actual 


audience millions, this plus can shape a-Rainier- 
size peak on your sales horindi, 

One thing we like about the Nielsen “Homes 
per Dollar” Index is that it reports just that. It | 
takes full note of ratings, but it keeps an equally 
clear eye on the cost of each rating. By dividing 
net time and talent costs into homes actually 


- delivered, it comes up with data to warm the 


heart of any comptroller. 


REMEMBER THESE OTHER MUTUAL PLUS-DIFFERENCES: 
Lowest Costs, Hookup by Hookup, of All Networks 
500 Stations; 300 the Only Network Voice in Town 
Maximum Flexibility for Custom-Tailored Hookups 
Where-To-Buy-it’ Cut-Ins Available at No Extra Cost 


January-April, 1949: 


Another thing we like about the Index is the way 
it weighs all four networks — strictly by homes-per- 


dollar — during the latest winter-peak period of 


Radio Homes Delivered | 


Average Once-A-Week 
Commercial Program on per Dollar of Actual Cost 
All 4 Networks 336 
Other 3 Networks 328 
MUTUAL 398 


on this “different” network. 


The Difference is MUTUAL! 
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Bosed on Total Audience dota. Progroms sponsored by religious organizations omitted. 
Here is dollars-and-sensible proof of the matchless 
economy of network radio...the nation’s only true 
‘mass medium. Here, too, is challenging evidence of 


how much more your radio program can accomplish 


broadcasting 


~ mutual 


system 


The compulsion to get out a magazine 
every week or every month is one of the 
things that drive an editor nuts. Deadlines, 
even on a monthly magazine, come whirling 
around like the blades of a fan. 

So, when an article is suggested that 
seems likely to interest his audience, the 
editor tries his best to make it jell. 

The pectin is good writing. A dozen 
fellows can gather facts, for every one who 
can put them down in easy, interesting, 
readable style. Since good writers, like good 
doctors or good beefsteaks, cost more than 
poor ones, the editors feel better when they 
can pay well for an article. 

Recently, the editors of Nation's Business 
have been feeling somewhat better. They 
now pay up to $1,000 for a well-written 
article—used to be a couple hundred. 

Of course, the subscriber pays $15 for a 
3-year subscription—used to be $7.50. 


With more than 5,000 fifteen dollar 
checks coming in every week, the editors can 
buy more good writers. With more good 
writers in the magazine, more subscribers 
pay $15. "Round and ‘round they go. 

Lucky it works that way, good writers or 
not. We still have to get out a magazine 
every month—because the circulation de- 
partment has already accepted cash in 
advance from 664,000 subscribers. 

Imagine returning all that dough! 

NATION'S BUSINESS. . Washington, 
New York, Chicago, Detroit, Cleveland, 
San Francisco and Los Angeles 
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AM-TV Spot Monitors 
Differ, As Do Clients 


(Continued from Page 1) - 
to negligence or to -mechanical 
breakdowns, plus the fact that oc- 
casionally an advertiser’s time 
gets preempted for a public ser- 
vice bulletin. 

J. D. Tarcher & Co. for years 
has used checking service reports 
as a follow through on Benrus’ 
heavy spot campaigns. These de- 
tailed reports, which indicate what 
sort of a reading the announcement 
gets from the local announcer, are 
forwarded regularly to the watch 
company. 


s This agency, like many others, 
feels that an advertiser who is 
depending heavily on spot radio 
wants more than an affidavit to 
show that his plans have been 
executed as prescribed. 

In this respect, radio, which is 
credited with only the human 
amount of error, is a minor prob- 
lem compared to television, time 
buyers report. 

“On a cable station, if a spot is 
supposed to run at 8 o’clock, it will 
usually run at 8,” Bob Kelly, man- 
ager of Tarcher’s radio-TV de- 
partment, said. 

“But a kinescope station may de- 
cide to throw in three announce- 
ments and finally get the show 
going at 8:05. One thing we insist 
on: If we buy a spot immediately 
preceding a show, it must be 
scheduled there. We don’t want it 
three or four minutes away from 
the ordered adjacency. 

“Radio had its growing pains, too, 
in the early days, but people 
weren’t so critical of radio as they 
are of TV. Only very new set own- 
ers are amused by careless mis- 


BE KIND 
TO YOUR. 
ULCERS! 


We're not doctors, but when it comes 
to tabulating, calculating, typing and 
Vari-Typing operations, we have 
what it takes to relieve you of all 
those ulcer-breeding worries. Whether 
it's marketing research tabulations, 
analytical reports, temporary office 
help or just plain typing when your 
own staff is overloaded, you can turn 
to us instead of your aspirin bottle. 
Just give us a try and you'll see what 
we tean. Call our nearest office. 


TABULATING + CALCULATING + TYPING 


MARKETING RESEARCH TABULATIONS 
: (in your’office or ours) 


sTICAL 
COMPANY 


$TATl 


TABUL ATING 
M. R. Notoro, President 
53 W. Jackson Bivd., Chicago 4, lll. HA 7- 2700 


50 Broadway, New York 4, N.Y. WH 3-8383 
Arcede Building, $1. Lovis 1, Me. CH-5284 


takes. 

Spot Check, which regularly 
monitors Benrus’ video and radio 
announcements, employs disabled 
veterans, some of them in hospitals. 
The service covers all TV markets. 


= Checkers report on quality of re- 
ception, time, adjacencies and oth- 
er specialized data on request. 
Basic charge is $1.25 per one-min- 
ute announcement. Package rates 
are made to agencies with more 
than one assignment. 

This company, set up slightly 
more than a year ago, specializes 
in video but monitors radio and 
commercial .motion pictures as 
well. Agencies for several cigaret 
accounts are on its client list. 

Most frequent mishaps on video 
stations, according to Spot Check’s 


president, Hardie Frieberg: (1) 
faulty synchronization of audio and 
video, and (2) failure to complete 
a 60 or 20-second announcement, 
the end of which is covered with 
station identification or another 
advertiser’s message. 


s Shut-ins, many of-whom file 
their reports in long hand, do the 
field work for Radio Reports. In 
business since 1936, this company 
makes most of its money by per- 
forming a clipping bureau type of 
service for individuals and com- 
panies who want to keep track of 
their radio mentions. 

In addition, 10 to 12 advertising 
agencies contract for Radio Re- 
ports’ daily spot service regularly. 
For one-minute announcements, 
monitors’ reports cover five min- 
utes of listening preceding and fol- 
lowing the commercial, P. R. Rie- 
ber, vice-president, points out. 

Some stations hire the service to 
“listen” to their competitors. Dur- 
ing the height of the Columbia 
Broadcasting System-National 
Broadcasting Co. war of stars, Ra- 
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dio Reports made a transcript of 
CBS’ on-the-air program promo- 
tion at the request of NBC. Co- 
incidentally, it was furnishing reg- 
ular reports to another client, Co- 
lumbia, covering NBC’s on-the-air 
trailers. . 

Two girls’ daily assignment is to 
type all the commercials on Gen- 
eral Mills’ and General Foods’ 
soap operas and forward them to 
a Chicago agency which doesn’t 
have either as a client. “ 

A major network’s spot division 
is said to have paid Radio Reports 
$1,000 to make a comparative 
check (one week in 1949 and one 
week in 1948) of the traffic on a 
group of stations which trans- 
ferred from a network to a non- 
network associated representative. 

Record companies hire Radio 
Reports to check on how their 
platters are doing with the disc 
jockeys. 

Sometimes monitors are given 
vague orders because of the cli- 
ent’s whim. A telephone company 
in a nearby state called the ser- 
vice and asked it to assign monitors 


to cover radio reaction to a “big 
story” to break soon. Phone exec. 
utives refused to say more and 
monitors were instructed to keep 
an-ear-open for mention of the 
phone company’s name on news 
and discussion programs. Before 
long, monitors knew the company’s 
big secret: It was a rate increase. 


@ On one occasion Radio Reports 
was called in to settle a disagree. 
ment between an agency’s produc. 
tion department, which was wel] 
pleased with a new spot it had 
turned out, and the account exec. 
utive, who insisted “you can’t even 
understand the name of the prod- 
uct in the announcement.” Moni- 
tors’ findings substantiated the ac- 
count executive and presumably 
the spot was taken off the air. 

When radio promotion for a new 
soft drink broke in Denver, Coca- 
Cola Co. ordered a verbatim re- 
port on what was being said. Colo- 
rado checkers located the spots, 
recordings were made and sent to 
the client. 


A major radio rating organiza- 
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BIG APPETITES IN ALBANY 
- Big change from yesterday’s cracker-barrel, tod. 
_ This Albany Public Market is over 250 feet long, 
- spreads out over 30,000 square feet. With a thou- 
sand-car parking lot, even their.own railroad siding! 


SMALL ALBANY GROCERY 
to ONE of LARGEST inU.S. 


From a typical corner grocery 
shop to this immense food cen- 
ter—and still on the same Albany 
street! That’s the “storybook” 
story of the Albany Public 
Market, now pulling in 50,000 
hungry customers each week! 
Just one example of how super- 
markets are changing the buy- 
ing habits...changing the buying 
sources of millions! 


Such changes are happening not 
only in the food field, but in 
every field. Not only in Albany, 
but in every major market. 
Every day! And today’s sales 
manager must plan his selling 
strategy against just such a 
changing market. That’s why 
you need the solid, up-to-the- 
second market information your 
HAS man can give you! 
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tion uses Radio Reports to ascer- 
tain placement of commercials in 
broadcasts. 3 
Basic rates for Radio Reports’ 
AM spot monitoring are 75¢ week- 
ly for one-minute or less or 45¢ 
weekly for a series of 13 weeks 
or more. Charges for listening from 
midnight to 7 a.m. are double. No 
scale has been set up for TV, which 
Radio Reports is just beginning to 
get into, but it is expected to be 
at least 50% above that of radio. 


a Much of Radio Copy’s work 
comes from companies which want 
to keep track of broadcast com- 
ment on them and their competi- 
tors. Several magazines subscribe 
to the free plug list, which costs 
$2 weekly. $ 

Many agencies, seeking to keep 
up with product shifts and slogan 
changes, order daily copies of net- 
work commercials for companies 
which compete with their clients. 


TOPS—This Pan American-Grace Airways 
cargo poster by J. Walter Thompson Co. 
took first prize in an annual exhibit of 
the Art Directors Club, Buenos Aires. 


given away on the air, (2) when, 
(3) to whom and (4) -vith what 
sort of a description by the master 
of ceremonies. Shell Oil Co., for 
example, recently contributed 1,- 
000 gallons of gasoline to a net- 
work jackpot. As soon as such a 
prize is won, the company wants to 
know particulars so arrangements 
can be made with the proper 
wholesaler. 


a Some audience participation 
show producers and prize brokers 
subscribe to this service. These 
have a standing order with Radio 
Copy to keep track of gift awards 
and mail transcripts to the manu- 
facturers who donated the loot, 
Mrs. Florence L. Finegan, founder 
of the service, reports. 

Miss Longstreet started furnish- 
ing advertisers, agencies, etc., 
written copies of what has been 
said on broadcasts 20 years ago 
when scripts were less closely fol- 


This costs $1.25 for a 15-minute 
program and $2 for a half-hour 
show. 

Advertisers who furnish prizes 


for giveaway shows frequently de- 
pend on Radio Copy to inform 
them (1) that a product has been 


lowed than today. She still per- 
forms essentially the same type of 
service. Agencies call on her for 
copies of their own shows as well 


as those of other clients. Her files 
are packed with airwave quips 
by such early radio greats as Will 
Rogers. 


This company is making prep- 
arations for television, with plans 
to furnish audio reports and paral- 
lel photographs upon assignment. 


Hotels Ambassador and. 
Sherman to Weiss & Geller 


Advertising of Hotels Ambas- 
sador and Sherman, Chicago, in- 
cluding advertising of the Pump 
Room, Buttery and College Inn, 
has been placed with Weiss & Gel- 
ler, Chicago. National newspaper 
and magazine promotions are 
planned. 

The agency also handles adver- 
tising of College Inn Food Pro- 
ducts Co., which markets soups, 
juices, whole canned chicken and 
other specialties. 


Feldon Moves Offices 


O. A. Feldon & Associates, Chi- 
cago, publishers’ representative, 
has moved its office from 185 N. 
Wabash Ave. to 105 W. Madison 
St., Chicago 2. 


pulse” of the ten major 


country which they represent. They’ve | 
charted, classified, evaluated these markets 
block by block. Know the changes taking place 
constantly as population shifts, as retail areas 
move, as traffic is rerouted, as buying habits 


sumer 
items, 


Offices in principal cities 
representing 


MARKET ANALYSES 


Market detail on population, sales, buying 
power, industries, and retail outlets in various 
classifications. Also includes comparative cov- 


TEN MARKET STUDY — 
Includes general characteristics, vaca- 
tion activities, product rank at con- 


SALES OPERATING CONTROLS 
Specific, flexible, practical, usable. 541,604 
city blocks walked and analyzed 445,456 _ 
retail outlets and 3,037 shopping centers 
and streets located, to evaluate the sales — 
potential of each of nine great markets, z. 


markets across the 


” 
a 


level for general household 
food items, cosmetics and twi- 
in ten major markets. : 


Sot Ve See : é 5 
Herbert W. Beyea, General Manager * 959 8th Avenue, New York 19, N. Y. . 
Los Angeles Examiner 


Chicago Herald-American 
Seattle Post-Intelligencer 


Baltimore News-Post American } Detroit Times 
Pittsburgh Sun-Telegraph 
New York Journal-American San Francisco Examiner 
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Boston Record-American Advertiser 
Albany Times Union 


STRATEGIC MARKETING AIDS 


. » « HEARST ADVERTISING SERVICE Knourd THE CHANGING MARKETS 


H.A.S. men have their fingers on the “sales change. As a result, the Hearst Newspaper 
Research and Marketing Departments’ 
“Marketing Aids” have proven helpful to 
many sales and advertising executives. Per- 
haps, we can be of service to you. To investi- 
gate the possibilities, call or write the H.A.S. . 


man nearest you today! 


{nk « 
. « 
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wees 


erage of all newspapers in each 


es 
ot * 


- COMMODITY 


sales rank of 


pe 


‘ous commodities. 


Spotlight the distribution and 


AUTOMOTIVE STUDY 


"Indicates consumer likes, dislikes, 
+ buying habits, shopping habits — 
and brand preferences for vari- 


we _ Hearst Newspapers in ten major 
markets, conducted by Alfred — a 
_ Politz Research, Inc, ‘ 


of ten markets. 


Prepared by the Research and Marketing 
Departments of Hearst Advertising Service. 


SURVEYS 


leading com- 


 modities among retail outlets _ 
in ten Hearst cities, e 


Sponsored by " 


21 


BEVERAGE 
field it’s 


NATIONALLY! 
*240,000 


READERS PER MONTH 


Issued twice monthly 
guaranteed circulation, 
each issue, in excess of 


60,000 


*This figure based on the mod- 
est estimate of two readers per 
paper each issue. . 


If you want detailed info 
on “THE SERVER” 


STATE 


Dies mtninnanenenenepe 


Publishing Office 
_ 206 .S. Michigan Ave. 

Chicago 4, Illinois. 
New York Offi 
122 E. 42nd St. 
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Drug & Cosmetics 
‘> aa Oinpistay ee 


forward: looking: industry: 


ls Publishes of Beaute? 


Textron Names Agencies 
and Promotion Director 


Textron Inc. has appointed 
Harry Serwer Inc., New York, to 
handle advertising of its drapery 
fabrics division, and Merchandis- 
ing Consultants Inc., New York, 
as merchandising counselor. 

The company has appointed 
Holly Kraeuter, formerly Textron 
public relations and merchandise 
representative on the West Coast, 
as promotion director of drapery 
fabrics. 


Gets Arcos Account 


Arcos Corp., Philadelphia, has 
named Beaumont, Heller & Sper- 
ling, Reading, Pa., to handle the 
advertising of its stainless and al- 
loy welding electrodes and oxyarc 
—s for cutting metals, effective 

an. 1. 


TV Group Names Sulds 


Irvin Paul Sulds has been 


‘named president of the Inde- 


pendent Television Producers As- 
sociation, New York, to fill out 
the unexpired term of Martin 
Gosch, who resigned because of the 
“pressure of business.” Mr. Sulds 
is president of the package com- 
pany which bears his name. 


Y&R Names Viola O'Dell 

Viola O’Dell, formerly with 
Botsford, Constantine & Gardner, 
has joined the copy department of 
Young & Rubicam, San Francisco. 


NARD Sets Convention Date 
The National Association of Re- 
tail Druggists will hold its 52nd 
annual convention in Long Beach, 
Cal., the week of Oct. 15, 1950. 
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North Dakota is sweet temptation for the itinerant ad budget 
in search of new markets. Annual per capita income in 
North Dakota increased 356 percent during the period 1940- 
1947 (from $368 to $1,678). To gain quick acceptance for 
your product in this market, use the NORTH DAKOTA DAILIES, 
covering 90% of all rural, small town and city homes. 
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THE NORTH DAKOTA DAILIES 
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BREAD AND—Typical of the American 

Bakers Association 1950 magazine drive 

is this page ad featuring a peanut butter 

tie-in. Next year’s budget will run be- 

tween $1,200,000 and $1,500,000, up 

about 50% from 1949. Foote, Cone & 
Belding is the agency. 


Dad's Root Beer Co. 
Boosts Ad Allowance 
Granted Its Bottlers 


CuHiIcaco—Dad’s Root Beer Co 
will offer bottlers a more liberal 
advertising allowance during 1950, 
will step up its advertising volume, 
and expects to add many new mar- 
kets, bottlers were told at the ninth 
annual convention here. 

Although skyrocketing costs 
have plagued the beverage indus- 
try and some members have cur- 
tailed advertising as the quickest 
way to trim expenditures, Dad’s 
officials said the Chicago company 
has mapped an extensive adver- 
tising and merchandising program 
for the new year. 

Sixty-five additional bottling 
plants were put in operation this 
year, and present plans call for 
the addition of an equal number 
during 1950. 


m= The company and franchised 
bottlers will continue to concen- 
trate heavily on selective radio 
next year, it was announced, and 
increased use may be made of tel- 
evision film spots. Outdoor also 
will be used extensively, while 
newspaper space will be confined 
to special promotions. Dad’s also 
uses roadside signs, banners, 
streamers and transportation ad- 
vertising. 

Considerable emphasis will be 
placed next year on the Dad’s 
“Root Beer Hut,” stainless steel 
and aluminum roadside stand. Op- 
erators will be offered the pre- 
fabricated unit as well as such 
equipment as sandwich grills, 
popcorn machines, stainless steel 
sinks, electric refrigerators, ice 
cream cabinets and Dad’s Old 
Fashioned root beer three-faucet 
drink dispenser, with a capacity 
of “more than ten drinks per min- 
ute.” 

Bottlers are being urged to put 
more stress on the seven-ounce 
package originally developed as a 
concession item. The company also 
expects increased sales through its 
fountain dispensing division. Sales 
to fountains, vending machine op- 
erators, etc., are made exclusively 
through the bottlers. 

Malcolm-Howard Advertising 
Agency handles the account. 


Charts Package Ratings 


Lippincott & Margulies, New 
York, industrial designer, has pub- 
lished a Package Rating Chart, 
designed to measure the merchan- 
dising, advertising and physical 
efficiency of present packages. 


IKLX Covers 


OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


—~ " Represented nationally. 
by BerneSmith Co Inc 
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Advertising Age, December 12, 1949 


North Americans to 
Spend $100,000,000 
. = = ’ 

in Britain in ‘50 

New YorkK—During 1950, Great 
Britain expects to have 210,000 
visitors from North America, 170,- 
000 of whom are expected to be 
U. S. citizens, and expenditures by 

ese visitors are likely to exceed 
$100,000,000, Harold Wilson, pres- 
ident of the United Kingdom’s 
Board of Trade, said last week at 
the British Travel Center here. 

North American visitors to Brit- 
ain this year, he said, probably will 
total about 175,000 by the year’s 


end. He estimated that they will| - 


have spent about $92,000,000. 

The breakdown, he said, is about 
110,000 American visitors on bus- 
iness and pleasure; 30,000 “in 
transit” visitors from the U. S.; 
and 35,000 Canadian visitors. 
American visitors, Mr. Wilson said, 
probably will have contributed 
$70,000,000 of the total spent by 
visitors in Great Britain. 

The 33-year-old Mr. Wilson, who 
heads a board roughly comparable 
to the U. S. Department of Com- 
merce, said that his country’s 
greatest trade exhibition, the Brit- 
ish Industries Fair, is slated to be 
held simultaneously in London and 
Birmingham from May 8 to 19. 


Vickers Names Eggers-Rankin 
Eggers-Rankin Advertising Ser- 
vice, St. Louis, has been named to 
handle the advertising of the 
Vickers Electric division of Vickers 
Inc., St. Louis, manufacturer of se- 
lenium rectifiers, photoelectric 
cells and magnetic amplifiers. 
Vickers is a unit of Sperry Corp. 


Sets May Convention Date 

The Liquefied Petroleum Gas 
Association will hold its conven- 
tion and trade show at the Palmer 
House, Chicago, May 8-11, 1950. 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most 


N. C ; B 

W. E. Kautenberg Co., Freeport, 
Il., has named Cummings, Brand 
& McPherson, Rockford, to handle 
the advertising and sales promo- 
tion of its cellulose sponge mops 
= other related houseware prod- 
u 


Names Kencliffe, Breslich 
Kencliffe, Breslich & Co., Chi- 
cago, has been named to direct the 
1950 campaign of Heineke & Co., 
Springfield, Ill., manufacturer of 
Excello power mowers, hand mow- 
ers and lawn sweeps. A spring 


advertising campaign is being 
planned to promote power mow- 
ers. Copy will appear in American 
Home, Better Homes & Gardens, 
Collier’s, Country Gentleman, Pa- 
rade and The Saturday Evening 
Post, Dealer aids also will be’ used. 


Capehart Sets Christmas Show 


Capehart-Farnsworth Corp., Fort 
Wayne, will sponsor “Christmas 
Carol,” with Lionel Barrymore as 
Scrooge over Mutual on Dec. 25. 
This makes Mr. Barrymore’s 16th 
year in the classic role. Time was 
bought through J. M. Mathes Inc. 


Appoints DuFine-Kaufman 

Chambers Mfg. Co., New York, 
manufacturer of watch bands, has 
appointed DuFine-Kaufman, New 
York, to handle advertising in bus- 
iness papers and national maga- 
zines. The account was formerly 
placed direct. 


Curtis Appoints Post 
H. W. Post has been named by 
Curtis Publishing Co. as manager 
of the New York office of the 
advertising department. He suc- 
= ames C. Snead, who retires 
an, 1. 


Appoints Joseph Daly 

Joseph R. Daly, formerly with 
John A. Cairns Inc., has been ap- 
pointed account executive and su- 
pervisor of merchandising and 
sales planning of Doyle-Dane- 
Bernbach, New York. 


Peter Hand Names Fisher 


Herbert L. Fisher, formerly mid- 
western division manager of Bosco 
Co., has been appointed head of 
the newly formed marketing divi- 
sion of Peter Hand Brewery Co., 
Chicago. 
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important men in your organi- 
zation — if they are properly 
trained. 

Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 


This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY—$2. 


ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicago 11 


FILL IN AND MAIL THIS COUPON 
TODAY 

Advertising Publications, Inc. 

Div. 922 

100 E. Ohio St., Chicago II, Ill. 

Gentlemen: 

Please send me —___ copies of "Successful 

Sales Training.” Enclosed is $_____.. 
aoa — oe | 


a — — = 


@ To every executive concerned with cost reduc- 
tion, The Milwaukee Road’s famous employee 
publication, The Milwaukee Magazine, offers a 
typical example of how printing expenditures are 
being kept low without loss of quality or effec- 
tiveness in the printed material itself. 

By switching to Consolidated Enamels from 
premium-priced enamel papers, many leading 
concerns have cut 15 to 25% and more from their 
net paper costs and, in many cases, now report 
finer results than were formerly obtained on a 
considerably more expensive sheet. 

The sole reason for Consolidated Enamels’ 
lower cost to the user is the modern method by 
which they are made. Instead of costly multiple 


production operations still in use by other paper 
mills, Consolidated’s modern production process 
produces a finished sheet of highest quality, fully 
coated on both sides, in a single high-speed opera- 
tion—a revolutionary development in paper- 
making history. 

The next time you sign a check for any quan- 
tity of printing, remember that an average of 
one-third to one-half of the total cost is for the 
paper used. If you are not taking advantage of 
the savings made possible by this modern manu- 
facturing improvement, 15 to 25% of that amount 
will give a reasonably accurate idea of the dollars- 
and-cents penalty you are paying for less efficient 
production methods. ©C. W. P. & P. Co. 


Ktndoliddiled ENAMEL PAPERS 
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Main Offices: Wisconsin Rapids, Wisconsin 


PRODUCTION GLOSS 


MODERN GLOSS 


FLASH GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY 


Maker: of C 


_t- 
- 


ld—a decorative and industrial laminate + Sales Offices: 135 Se. Le Salle St., Chicago 3, Illinois 
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One month's food bill: $23,399. 73 


aes That was October’s food 
ma cost at the Bakersfield Inn, 
Bakersfield, California. 


The monthly food bill for 
all U. S. hotels this year has 
averaged $24,200,000. . . 


Are you selling this market? 
To do so effectively, use: 


sell the primary hotel market F/AS. , 


Published by John Willy, Inc. 43 

1948 Ridge Ave., Evanston, Ill. 
NEW YORK 21, N. Y. WEST COAST 

' Warren Thompson Mayers Co. Simpson-Reilly, Ltd., Seattle 
130 East 61st Street Los Angeles, San Francisco 


Ath of a series 


Parsons to Take Management 
of Refrigeration Sales 


Harry M. Parsons has resigned 
effective Dec. 31 as vice-president 
in charge of major appliance sales 
of Landers, Frary & Clark (Uni- 
versal appliances) to assume the 
direction and management of Re- 
frigeration Sales Co., New Britain, 
Conn., subsidiary of Artkraft Mfg. 


orp. ; 

Artkraft is producing refrigera- 
tors with the Universal trademark, 
which will be distributed by Re- 
frigeration Sales Co. to regular 
Universal major appliance distrib- 
utors and dealers. 


Marian Fitch Joins Lesly 


Marian Fitch, who formerly han- 
dled public relations for the Amer- 
ican Cancer Society in the Chi- 
cago office, has joined the execu- 
tive staff of the Chicago office of 
Philip Lesly Co., public relations. 


Zuccaire to Bates Agency 


Ted Bates & Co., New York, has 
added Jaques Zuccaire, formerly 
with Lennen & Mitchell, to its art 
directors staff. 


cINCINNAT! 
REA 


OTHER FACTS A LA CARTE: 
Cincinnati newspaper, daily and Sunday. 


Cincinnati. 


any other Cincinnati newspaper. 


“Well, I did tell the chef, sir, that you were a big advertising man”’ 


@ The Cincinnati Enquirer has the largest circulation of any 


@ The Cincinnati Enquirer has the lowest milline rate in 
@ The Cincinnati Enquirer carries more advertising linage than - 


Represented by Moloney, Regan and Schmitt, Inc. . 


s paint brushes 


NYLON BRISTLES—DuPont plastics divi- 
sion in January will run this half-page, 
two-color copy in American Home, Bet- 
ter Homes & Gardens, Country Gentle. 
man, Lifé, Mechanix illustrated, Populor 
Mechanics and Popular Science, plus paint 
and hardware trade publications. Bat- 
ten, Barton, Durstine & Osborn directs 
the account. 


FM Association, NAB 
to Join Forces; Sellers 
May Get FM Post 


WASHINGTON—FM._broadcasters 
voted last week to merge their 
separate association with the Na- 
tional Association of Broadcasters. 

The merger is to take place by 
Jan. 1, according to officials of 
both groups. 

Under the merger plan, Na- 
tional Association of Broadcasters 
is to have an FM department with 
a full-time director, and an FM 
executive committee composed of 
three members of the present FM 
Association and two from NAB. 


a The FM people are suggesting 
that NAB hire as director of its 
FM department Edward L. Sell- 
ers, who is currently executive di- 
rector of the FM Association. 

NAB directors voted at a meet- 
ing here last month to invite FM 
broadcasters to give up their sep- 
arate status. In accepting the NAB 
invitation, FM Association direc- 
tors said they felt the day is past 
when FM needs a special associa- 
tion for purely promotional pur- 
poses, and that it is in the best 
interests of all broadcasters to get 
together and consolidate their in- 
terests. 

The proposed NAB FM depart- 
ment is to gather information on 
FM operation, listenership, sales 
plans and promotions, program 
ideas and management experience. 


Hooper's Dorrell Criticizes 
Other Sampling Systems 


Criticism of radio sampling sys- 
tems other than that of C. E. Hoop- 
er Inc. was voiced by W. Ward 
Dorrell, vice-president in charge 
of station subscriber relations for 
Hooper, at a luncheon meeting of 
the Philadelphia chapter of the 
American Marketing Association. 

Mr. Dorrell’s chief complaint 
about other systems is that they 
fail to count non-listeners as well 
as listeners. Consequently, other 
systems are “overweighted” in 
Suse of the listening group, he 
said. 


Management Conference Set 
The American Management As- 
sociation will hold a general man- 
agement conference at the Hote! 
PN sit, San Francisco, Jan. 
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| Depression Impossible As Long As Auto 
Production Stays High, Moulton Says 


New Yorx—The business out-| surance refunds. 

look for 1950 is distinctly favor- As against these, Mr. Moulton 
able, according to Harold G. Moul-| mentioned certain adverse factors: 
ton, president of the Brookings In-| (1) some decline in farm income; 
stitution. Addressing the entire| (2) a substantial falling off in pri- 
sales organization of The Ameri-| vate capital construction as por- 
can Weekly last Monday, Mr./tions of the postwar expansion 
Moulton said “we cannot have a| program are completed; and (3) 
severe depression during a period|the threat of higher corporate 
when the automobile industry is/| taxes. 

operating at high capacity.” 


Looking ahead to the last six 
months of 1950, and beyond, Mr. 
Moulton was hopeful of continued 
prosperity, and noted that there 
has been “a real improvement in 
business psychology.” —_ 

The days of the “cataclysmic de- 
pression” are over, he believes, 
though “periodic recessions... still 
appear inevitable.” 


Serutan Expands on ABC 
Serutan Co., Newark, will ex- 
pand its sponsorship of Victor H. 


Lindlahr’s commen to five 
days weekly on Jan. 3. The 15- 
minute program currently is car- 
ried Monday, Wednesday and Fri- 
day over 72 ABC stations. This 
means 15 minutes of additional 
business for the network since 
Serutan will simultaneously can- 
cel a Sunday program. Roy S. Dur- 
stine Inc. is the agency. 


Three Subsidiaries Merge 
Minnesota Mining & Mfg. Co., 

St. Paul, has merged three of its 

subsidiaries, National Advertising 


Co. of Westminster, Md. and 
Waukesha, Wis.; Empire Advertis- 
ing Co., South San Francisco; and 
Empire Advertising Co. Long 


Beach, Cal. (formerly United Out- — 


door). The two Empire companies 
become the two western divisions 
of National, which offers leased 
service on reflecting Scotchlite 
roadside signs. 


Chet Young Joins WCBS 


Chet Young, formerly with Sta- 
tion WOR, has joined the sales 
staff of Station WCBS, New York. 


Mr. Moulton lists the favorable 
factors for the first half of 1950 as 
follows: (1) probable high level 
of automobile production; (2) good 
pace in steel production and in 
the metallurgical industry general- 
ly; (3) high level of home con- 
struction; (4) large public works 
program; (5) stable industrial 
prices; (6) stable production costs 
and improved industrial relations; 
(7) expanding consumer demands 
due to high employment; and (8) 
a temporary bulge in consumer 
demands because of veterans’ in- 
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HERE ARE THE 
RETAIL SALES 


FIGURES FOR THE 
ROCKFORD 


-_ = wm 


Everywhere you look 
it’s EXCELLO Printing! 


7 e PRINTED BETTER 

r 

f © PRINTED QUICKER 

: e PRINTED TO FIT 
YOUR BUDGET 

. One of the outstanding offset 
; and letterpress printers in the 
e Middle West! 


XCELLO PRESS 1«:. 


122,601 an? tow 


General Merchandise. ........$14,634,000 


ABC 


CITY ZONE 


Food Stores. eee a eoeeeeeeeeeee . $40,725,000 Lumber, Building, Hardware. 7 .$1 2,1 22,000 
Eating and Drinking Places....$22,200,000 


Automotive. ...............+++$19,922,000 
Pisecegedsintccetectecehnae 4,506,000 


ABC RETAIL 
TRADING ZONE 


377,854 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


With other classifications, total retail sales, $166,295,798.00 
Rockford ABC Retail Zone, total retail sales, $596,041,275.00 


Rockford with its 423 diversified manufacturers, is located in the heart of a rich, 13-county 
agricultural and industrial section. Rockford is recognized as one of the best markets 
for profitable sales promotions... ideal for testing purposes. 
agencies and advertisers ... write for additional data. 


Helpful cooperation to 


Now available... 1949 Rockford Consumer Analysis... a survey of buying habits. 
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BBDO's Copy Editor Orchard Gives 


Budding Copywriters Some Advice 


For 25 Years, He Has Taught That Pompous, Gereral 
Words Have No Place in Ads; ‘Ads Better Today’ — 


New York—“Tell it to Sweeney 
and—as the New York Daily News 
used to say—the Stuyvesants will 
understand,” advises William I. 
Orchard, copy editor of Batten, 
Barton, Durstine 
& Osborn. He is 
in his 25th year 
of teaching ad- 
vertising copy at 
Columbia Uni- 
versity, and in 
addition, inter- 
views some thou- 
sand hopeful 
writers a year for 
his own agency. 

In teaching, Mr. 
Orchard says his 
big job is to get students to write 
simply, specifically. 

“Steer clear,” he warns, “of the 
pompous word, the high-sounding 
phrase. If you mean ‘dandruff’ 
don’t say ‘intolerable scalp condi- 
tions.’ If you mean ‘cracked plaster’ 
don’t talk of ‘household blem- 
ishes.’ 

“Anybody who writes copy for a 
living knows that the concrete, spe- 
cific word is basic to copy- 
writing. But the beginners’ urge to 
write ‘fancy’ is hard to curb. It’s 
not that they’re overeducated,” he 
says. “Copywriters can’t know too 
much. But the academic atmos- 
phere has encouraged them to use 
big words. They’re used to dealing 
in generalities and abstractions. 
The man with the ‘higher’ educa- 
tion is apt to suggest words like 
‘gratuitous’ for ‘free.’ He’ll say 
‘inefficacious’ for ‘useless,’ and 
‘interrogate’ for ‘ask.’ He’ll come 
up with ‘endeavor’ for ‘try,’ ‘ter- 
mination’ for ‘end,’ ‘facilitate’ for 
‘help.’ ” 


William Orchard 


= In addition, many beginners 
think that copy should begin with 
puns, gags and extravagant analo- 


er.) Same 
DEAL for 


1950 Advertising 
only $110.00 


a month 
to r-e-a-c-h 


60,338 


engineering and operating men in 
the larger plants (52,083 in plants 
rated $100,000 and up) in all in- 
dustries and to 


your product story before them when 
they are checking INDUSTRIAL EQUIP- 
MENT NEWS in search of their current 
requirements! 


Good for SELLING . . . because... 
Used for BUYING, 


INDUSTRIAL 
EQUIPMENT 
NEWS ® 


THOMAS PUBLISHING CO. 


461 Eighth Ave., New York 1, N. Y. 
Boston © Chicago * Cleveland © Detroit 


gies, Mr. Orchard says. They also 
try to inject a specious and ir- 
relevant “cleverness” that calls at- 
tention to itself and is usually be- 
side the point. It takes them quite 
a while to get rid of this practice 
and to learn to present a product 
objectively and in terms of in- 
terest to the reader. 

A lot of bright lights in adver- 
tising learned the power of specific 
writing in Mr. Orchard’s class over 
these 25 years. BBDO’s own head 
of creative services, Charlie Brow- 
er, is one. Others are Marion 
Harper Jr., president of McCann- 
Erickson; Bill Spencer, copy chief 
of Gardner Advertising Co., St. 
Louis; Doherty, Clifford & Shen- 
field’s Judson Irish and Bea Har- 


grove; Wilson Shelton, now a copy 
specialist; Marlo Lewis, executive 
vice-president of Blaine-Thomp- 
son; Dale Robbins, copy chief of 
Bermingham, Castleman & Pierce; 
Joe Molnar, copy chief of Atherton 
& Currier; Jack Olney, copy chief 
of*Lynn Baker Inc.; Gabe Ondeck 
of Compton; Virginia Weil of Paris 
& Peart; Eileen Deegan, John 
Doyle, and Al Kelly of BBDO. 


s Speaking of trends in copywrit- 
ing, Mr. Orchard explains that 
“the best ideas grow out of the 
product, its use, and the circum- 
stances surrounding its use. But 
added interest is often required, 
and the writer must therefore 
reach out for vehicles, devices or 
gimmicks which may have nothing 
to do with the product.” 

Mr. Orchard mentions the in- 
creasing use of the comic strip, the 
cartoon and the picture-sequence 
techniques as advertising devices 
and points out that these, as other 
techniques, stemmed from infor- 
mation obtained from readership 
studies. These studies, he says, 


which show high readership traffic 
for certain features, can serve as 
an excellent guide in the prepara- 
tion of advertising. 


# During his 30 years at BBDO, 
Mr. Orchard has seen ads improve 
steadily in physical appearance. 
“The art treatment, the variety of 
layouts, the use of color photog- 
graphy, bleed pages, and generally 
superior typography are all major 
improvements. Certainly the ads 
of today look much better than 
ever before,” he says. 

As for copy itself, Mr. Orchard 
believes it is questionable whether 
it has improved or not. 

“In the past,” he observes, 
“copywriters often had previous 
writing experience in other fields. 
Also, they had acquired a knowl- 
edge of people’s living habits—of- 
ten of their buying habits. Today, 
however, many copywriters start 
their writing and business careers 
in advertising agencies. i 

“They do not have, therefore, 
the opportunity of getting to know 
enough about people. Besides, their 
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writing talents have had no prac. 
tical development, in a broad sense. 
It is not strange that in consé. 
quence the writing of these young- 
er men lacks the maturity of earlier 
practitioners.” 


ws Speaking generally, Mr. Orcharg 
says that the copywriter should be 
able to think in terms of the entire 
layout, not just in terms of words 
alone. But the beginner in adver. 
tising should make up his mind 
at the start whether he wants to 
be a layout man, writer, or ac. 
count man, since the trend in agen. 
cies today is toward specialization. 

Again, he should always remem. 
ber, says Mr. Orchard, that “we’re 
not in the position of professors 
writing textbooks. That is, we're 
not writing for each other. We're 
writing to the public.” 

In screening aspiring copywrit- 
ers at BBDO, Mr. Orchard does not 
insist on any one qualification, but 
the applicant should have been 
writing for pay, preferably at some 
form of business writing. Newspa- 
per work, he says, is a good back- 
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It’s a bear... not 


MALAYAN...ursus malayanus, 
coat short, fine black hair, eats ants, 
weighs 60 lbs. 


HIMALAYAN BLACK. 


.-.ursus torquatus, often seen 
in zoos, dances, weighs 250 lbs. 


AMERICAN BLACK...ursus 
Americanus, found in forested regions, 
climbs trees easily, about 600 lbs. 


We'll assume that bears are no big burning 
interest in your life. Unless you're anaturalist, 
or work in a menagerie, you probably don’t 
know much about bears. 

But somebody says “‘bear”’...and what do 
you think of? Teddy bear, which isn’t a real 
bear at all? The sort of medium size bears 
which do tricks in circuses? The large, dopey 
creatures you see in the zoo, usually asleep? 
Or the white rug once in grandma’s parlor? 

“Bear” doesn’t mean very much, unless 
you know its address . . . for instance, ursus 
malayanus, is forty inches long, weighs sixty 
pounds, lives in trees and will eat ants. Some 
species in India weigh two-fifty. The black 
American is a five-foot, six hundred pounder. 
The Brown and Grizzly grow to more than 
eight feet, and half a ton. . 

The biggest thing in bears, however, is the 
Kodiak ...almost ten feet tall when standing 
upright, tops twelve hundred pounds; with a 
five-foot chest measurement, head three feet 
in circumference, paws eight inches wide, an 
ox-like body, heavily furred; short-legged but 


POLAR...ursus maritimus, Arctic and sub- 
Arctic, white fur, strong swimmer, about 700 lbs. 


fast and shifty on his feet, ugly and unafraid. 

His habitat is the Kodiak archipelago, an 
island to the south of Alaska, almost treeless, 
rich in grasses, good grazing land. The bear 
gets a long winter of sleep, undisturbed by 
hunters, tourists, automobile traffic . . . has a 
diet of grasses, leaves, berries, small game. 
But his favorite fare comes from the Karluk 
River, one of the world’s great salmon streams, 
exclusive to Kodiak Indians and bears. His 
outsize proportions are accounted for by fish 
oil vitamins, and favorable environment! 


Piiionese says “farmer” ...and what do 
you think of? A rural relative? Or the man 
you see working on a farm when you go for 
a drive in the country? 

Like the bear, the farmer is no better than 
his address . . .and the country he farms. Too 
far North, the short season checks production. 
Too far South, staple crops won’t grow—and 
the temperature takes too much out of him. 
Wornout soil anywhere gives a low yield. 

National farm circulation pays off for the 


a pa. 
Rak = 


ALASKA BROWN...ursus tyes, the great 
brown bear, sometimes reaches 1,000 lbs. 
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FOR HOLIDAY DISPLAY: 
hollywreath: A bracket neckpiece (right), bearing the message “The gift you like to ‘ 


pis PETS Sek 


receive,” and (left) a bottle top device carrying space for the price. 


came from the press. 


ground, and many men in the field; what ideas have selling force. A 

writer who has been a salesman 
j usually knows how to distinguish 
a Selling experience, he says, is'between “pretty writing” and a 
also valuable, because it can show | straightforward presentation of 


those features of a product that 
are of benefit to the reader. Sell- 
ing, especially selling to dealers, 
gives him an understanding of the 
function of advertising in the 
structure of merchandising and 
distribution. 

Writing ability alone, Mr. Or- 
chard emphasizes, means little un- 
less the applicant has taken the 
trouble to familiarize himself with 
advertising. . 

“We interview many good writ- 
ers who apparently never gave 
much thought to advertising until 
they stepped into the elevator. 
Don’t try the field,” he advises, 
“unless you have been looking 
forward to advertising, have made 
some real effort to learn something 
about it, and honestly believe that 
you are bringing something to the 
business.” 


Carl Sundberg Organizes 
Media Promotion Service 
Carl H. Sundberg, who has re- 


signed as general promotion man- 
ager of National Transitads, Chi- 


cago, effective Jan. 1, has organized 


Sundberg Associates, a media pro- 
motion service, which will be of- 
fered to newspapers, car cards, ra- 
dio stations and business papers on 
a consulting or continuing basis. 

Before joining National Transit- 
ads, Mr. Sundberg organized and 
directed the research and promo- 
tion department of the Branham 
Co., Chicago, and set up the re- 
search and promotion department 
of the Chicago Sun. 


To Merchandising Factors 


F. J. Bruguiere, formerly a 
partner of Avery & Bruguiere Ad- 
vertising, San Francisco, has re- 
signed from the agency to join the 
staff of Merchandising | Factors 
Inc., San Francisco. 


Lovie Joins Rosenberg 

Arthur Rosenberg Co. New 
York agency, has appointed Irv- 
ing Eliot Lovie consultant on re- 
tail copy and merchandising. 


Names Lawrence D’Aloise 


Doherty, Clifford & Shenfield, 
New York, has appointed Lawrence 
D’Aloise, formerly with J. Walter 
Thompson Co., as copy supervisor. 
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politicians, not for advertisers. Every voter 
isn’t a customer. If you want big bears, or big 
farm markets...you have to go where they 
are. Kodiak furnishes the biggest bear, the 
Heart States the biggest farm customers. 

The fifteen Heart States are a balanced 
combination—the best soil, adequate water, 
temperate climate, long growing season, and 
largest crops...SuccEssFUL Farmino’s million 
subscribers in the Heart States alone—earn 
an average income that is at least 50% more 
than the national farm average! 

SF circulation is selective, concentrated 
among the best farmers...with the country’s 
best soil, the largest individual investments 
in land and machinery, and the highest yields. 

No advertising program today is properly 
balanced, unless it includes this huge bloc of 
new wealth and buying power—and general 
media do not! SuccessFuL FarMine, reaching 
one of the world’s best class markets, is the 
national advertiser’s most profitable buy in a 
single medium! . . . For the full facts, call the 
nearest SF office! 


GRIZZLY...ursus horribilis, most to be feared, 
large species weigh 1,000 lbs. 


KODIAK...ursus middendorffi, specimens exceed 
in size any other bears, weigh 1,200 lbs. 


JUCCESSFUL 
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Bottlers, Industrial sides are using census and cost-|the other hand, predict a 5% drop) ing. Jack Brumback Joins ABC I 
of-living data in an effort to in-|in general purchasing power in| Under the Sugar Act of 1948, the Jack Brumback, formerly with ‘ee 
Sugar Users Demand. | ‘luence the Secretary’s finding. 1950. They feel the goal ean be| Secretary must announce an “ini-| Columbia Broadcasting System’s 
cut 150,000 tons on this score. tial estimate” by the end of this|San Francisco sales office, has 
More Sugar for ‘50 = Consumers and producers agree} Bottlers and industrial consum-| month. been appointed network sales rep- 
that the goal must be increased by | ers contend that sugar is currently resentative of American Broad- 
WasHINGTON—Bottlers and in-/ 100,000 tons to take care of a pop-| selling at twice prewar prices at ‘Esquire’ Adds Two casting Co., San Francisco. 
dustrial sugar consumers have/ ulation increase of 2,000,000. Cuban ports. The bottlers, who use : 
ao T. Roger Craig, formerly with| Two Appoint Brooke, Small 


joined in urging Secretary of Ag- 
riculture Charles Brannan to an- 
nounce a 1950 sugar goal which 
would provide ample _ supplies 
without further price increases. 

The bottlers and industrial sugar 
consumers say slightly more than 
8,000,000 tons of sugar will be 
needed for the year, but Hawaiian 
and domestic sugar beet producers 
contend that the supply should be 
held to 7,250,000 tons to assure a 
“fair” price for producers. 

Actual consumption for the 12 
months ending Oct. 31 was 7,647,- 
000 tons. Beet sugar people point 
out that wholesale sugar prices 
have fallen from $8.40 a hundred 
under price control to $8.05, a price 
“extremely favorable from the 
consumers’ point of view.” Both 


The soft drink industry argues 
that a further increase is in order 
to satisfy the “seasonal peak” an- 
ticipated during 1950 when the 
$2.8 billion veterans’ insurance re- 
bate is distributed. Producers, on 


nearly 1,000,000 tons, say high sales 
volume is essential to their suc- 
cess, and that their economic sta- 
tus, in turn, affects suppliers of 
the materials they use in produc- 
tion, distribution and merchandis- 


American Legion Magazine, has 
joined the New York sales staff 
of Esquire, and Donald Nash, with 
Esquire for the past year, has 
joined the magazine’s New Eng- 
land sales staff. 


Brooke, Small & Gautreaux 
Agency, Oakland, Cal., has been 
named to handle advertising for 


+Calida Corp. and Gadco, oil well 


equipment supplier, both of Los 
Angeles. 


FLEET OWNER. ae fot 


The January, 1950 issue of FLEET OWNER will initiate McGraw-Hill’s new and 
expanded service to the men who operate and maintain the huge truck industry, and 
those who supply the vehicles, replacement parts, supplies and shop equipment. 

The new FLEET OWNER will fill the need increasingly recognized by truck industry 
leaders for a more alert and comprehensive publishing service to help the industry 
meet the manifold problems which its swift growth has created. 

To implement this broad editorial program, FLEET OWNER has been staffed with 
the largest editorial organization in the field, headed by Leon F. Banigan, editor. And 
behind this staff stands the full strength of McGraw-Hill’s world-wide editorial and 
research facilities. 

There are no “sitting” editors on this FLEET OWNER staff. Its men will be constantly 


, eS = =< =< lee 


on the go, visiting the places and the projects where important truck industry develop- 
ments are taking place. The resulting editorial substance will compound FLEET 
OWNER’s time tested values in providing a powerful new force . . . significant not only 
to the fleet operators, but to every manufacturer whose products play a part in keeping 


FIRST: The Tacoma-Seattle retail trad- 
ing zones—the “Puget Sound Circle” 
—account for 55% of’ Washington 
State's total business volume. You 
must have fwi/ impact in this market 
—and you get that impact on/y when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 
age can’t be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune alone can do the job. 


. Write for latest circulation 
and coverage figures— 


Represented Nationally by 
The Sawyer, Ferguson, Walker Co. 


Transit Radio ~ Going Places! 2 


the fleets rolling. 
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NBC Names Hammond, Nelson 
in New AM. TV Setup 

As a second step in the separa- 
tion of video and radio responsi- 
bilities of National Broadcasting 
Co., the network has assigned 
Charles P. Hammond to direct ad- 
vertising and promotion for AM, 
and James H. Nelson to handle the 
same functions for TV. Mr Ham- 
mond, a vice-president, has been 
assistant to the president, while 
Mr. Nelson was director of the 
present advertising and promotion 


department. 


Advertising Age, December 12, 1949 


Under the revised organization 
Mr. Nelson and Mr. Hammond 
will report to the sales heads for 
video and radio, respectively, 
which in itself is something of an 
innovation at NBC. At press time 
the promotion chiefs were meet- 
ing to decide on a division of the 
ee staff for AM 
an A 


Roman Meal Adds Stations 


Roman Meal Co., Seattle, has 
added four Pacific Coast and 12 
CBS Mountain stations to the list 


for its Sunday night broadcasts 
of “Night Editor.” The stations 
will carry the series for the re- 
mainder of a 52-week contract 
expiring June, 1950. Guild, Bas- 
com & Bonfigli, San Francisco, is 
the agency. ; 


Clark Joins CBS Press Statt 


Sewell Clark, free-lance writer, 
has joined the CBS Hollywood 


.| press information staff. He replaces 


William Froug, who is now the 
Columbia Pacific Network’s writ- 
ing ent. 


Gunnison Appoints Agency 
Gunnison Homes, New Albany, 
Ind., a subsidiary of United States 
Steel, has appointed Advertising 
Associates, Louisville, for its con- 
sumer magazine and business pa- 
per advertising, starting in 1950. 


Appoints Moss & Arnold 
Moving Picture Machine Op- 
erators Union, No. 306, has 
appointed Moss & Arnold Co., New 
= as its public relations coun- 


FLEET OWNER’S NEW CIRCULATION POLICY 


Like all other McGraw-Hill publications, FLEET OWNER’s circulation will be PAID. 
McGraw-Hill is convinced through long experience chat no other type of circula- 
tion gives the same advertising power. ; 
The paid subscriber . . . the man who voluntarily pays out cash for a non-glamorous 


business publication .. . 


the strongest proof of an alert, interested audience for his sales messages. 


FLEET OWNER subscribers are pre-selected by McGraw-Hill’s nationwide circu- 


is the advertisers best assurance of intensive readership, and 


lation organization. They are quality subscribers . . . the men who purchase, recommend 
and specify throughout the truck industry. They will provide, as FLEET OWNER’s paid 
circulation expands, a coverage of buying influences never before available to adver- 


tisers in this field. 


FLEET OWNER’S NEW MARKET COVERAGE 


1. Fleet operators — 
@ Company executives responsible for transportation policy. 
@ Fleet or general superintendents of operation. 


@ Superintendents of maintenance, and maintenance executives what- 
ever their title. 


2. Manufacturers of trucks, trailers, bodies and related equipment. 


@ Company executives responsible for policy, engineering, sales, service 
and parts. 


@ Regional manufacturers’ sales and service representatives; factory 
branch managers of sales, service and parts. 
. a Distributors and dealers in trucks, trailers, bodies and equipment. . 


@ Management men in these organizations specializing in sales, service 
and parts. 


@ Automotive jobbers who specialize in the fleet field. 


4, Independent service and maintenance shops. 


@ Owners and management men of independent shops whose primary 
business is the maintenance of commercial vehicles. 


FLEET OWNER 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK 18, N.Y. 


SMART KID! 
NO BOOKS! 


Do you send your son to school with- 
out books? No, and we don’t send 
our space salesmen to call without 
tools. These tools are few in number, 
and simple. We have a theory that 
there is too much black magic in- 
volved in space selling today. So we 
concentrate on basic things. 


You know your product. You want 
advertising to help sell it. You know 
your market. You need to know how 
well Iron Age can cover that market 
for you. You'll find your Iron Age 
salesman carrying with him a simple 
story to show you 93 per cent prov- 
able coverage of metalworking mar- 
ket buying power by Iron Age. It’s 
not a very long story. It’s worth 
hearing. 


-|If you should want it for homework, 


our salesman has it in booklet form. 
We promise it’s not a long book. 
It includes one important column of 
figures that shows the relative size 
of various parts of the industry, and 
one more column of statistics that 
shows where The Iron Age stands in 
each of them. 


This market coverage spiel is couched 
in terms easily understood. It’s based 
on industry classifications established 
by the U. S. Government, and de- 
veloped statistically just as your 
market research man builds your 
own market studies. In case you 
need some assistance with the defi- 
nition of your market, our salesman 
is also carrying Iron Age’s Basic 
Marketing Data. In three volumes 
it will give you any detailed infor- 
mation needed on 158 branches of 
the metalworking industry. He can 
also show you why the metalwork- 
ing ,industry accounts for more than 
a third of all industrial activity in 
this country. 


This is a time when many of us are 
re-learning our prewar selling tech- 
niques, and overhauling our sales 
weapons. We have anticipated your 
needs for more circulation, and have 
given our distribution a big shot in 
the arm. It now stands at 61 per cent 
above 1939, and is at a record high. 


You may wish to specialize your 
direct mail efforts, to further sharpen 
your sales program. A discussion of 
our new Direct Mail Division with 
your Iron Age representative can be 
worth while. This service will make 
it possible for you to select just those 
branches of the metals industry that 
can be good markets for you, and 
send your promotion just to them. 
We can also make any kind of geo- 
graphical selections that you may 
choose for specialized mailings. This 
is all part of the sales assistance that 
we think is a part of our job in the 
industry. 


Buying advertising space in Iron Age 
can be as simple as that. Your Iron 
Age representative will be calling on 
you soon, or if you simply can’t wait 
—write to us, and we'll put you at 
the top of his list. 


THE IRON AGE 
100 EAST 42nd ST. 
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POPULATION: 1910—1,938. . . 1920—4,051 
-- - 1930—20,520 .. . 1940 —31,853 . . . 1947—55,000 


and now over 
CITY ZONE ABC PAR. 28 M4 


Lubbe ck Aocaliiaiiiaiaes Je 


‘Circulation 
geese Sereda 


hee a 
ud ARMS = S 


Sel TEXAS | DAILY PRESS LEAGUE, INC. N 


tional Reneenantalives 


Sterling Drug Using DuMont 
Stations for ‘Okay Mother’ 


Sterling Drug, New York, which 
has been biding its time before 
making any sizable expenditures 
in television, joins the list of net- 
work TV sponsors Dec. 12. Long 
a big user of daytime radio, the 
company will carry Dennis James’ 
“Okay Mother” on four DuMont 
eastern stations. Time Bal the 30- 
minute program—1l p. 
Monday-Friday— is bought through 
Dancer-Fitzgerald-Sample. 

One of the first sponsors to 
spend its TV money on the house- 
wife audience, Sterling has spon- 
sored “Okay Mother” on WABD, 
DuMont’s New York outlet, since 
November, 1948. 


Buchanan Agency Appointed 


Tennessee Valley Chemical 
Corp., New York, has appointed 
Buchanan & Co. to handle its two 
new products, a plastic starch and 
a wick deodorizer. The products 
will be introduced in the New 
York area and, as they gain na- 
tional distribution, various Bu- 
chanan offices will participate in 
the drive. The company had no 
previous agency. 


FOUR NEW 


} 


New HIFECT. Permanence, folding endurance 
and dimensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT. For finest offset printing, — 
Lithofect provides a moisture-and- pick- resistant 
coating with a strong base sheet. Renders rich blacks 
and glossy color prints without loss of density. 


New TRUFECT. Whiter, smoother, folds even 
better than before. New Trufect, for letterpress, 
offers faster setting, greater press dependability 
than ever before. 


New MULTIFECT. An economy sheet for vol- 
ume printing. Now, with the new LongLac fibers, 
Multifect has added strength, better foldability. 
Uniform, ream on ream. 


and give you finer 


cost than ever before! 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 


all made with the new 


LEVELCOAT PAPERS 


LongLac sulphate fibers, 
these papers look whiter, 


feel smoother, are stronger, 


printing at lower relative 


*7. M. REG. U.S. PAT. OFF. 
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FIRST—Opening a new series of large- 

space ads in Canadian dailies is this 

Toni take-cff, describing advantages of 

the Trubenizing process for men’s collars. 

James Lovick & Co., Montreal, is placing 

the copy for Trubenizing Process Corp., 
New York. 


Starts Promotion 
for ‘Spudnuts’ in 


| Canadian Markets 


Vancouver, B. C.—Through 
franchised stores, Spudnuts” Ltd. 
plans to market the pastry crea- 
tion, Spudnuts, throughout Canada 
and will back the product with 
national and local advertising. 

The Canadian company has been 
franchised by Pelton’s Spudnuts 
Inc., Salt Lake City, which intro- 
duced the product four years ago 
and now is said to handle sales 
of $2,000,000 annually through 400 
outlets from coast to coast. O’Brien 
Advertising Ltd. has been ap- 
pointed to handle advertising and 
promotion across Canada. 

Spudnuts resemble the more fa- 
miliar doughnut in shape, but the 
resemblance ends there, the com- 
pany boasts. They include milled 
potato flour, as well as other flour, 
powdered milk, egg concentrate, 
shortening and spices. The indi- 
vidual operator, adding water and 
yeast, cooks Spudnuts according to 
rigidly controlled rules. He must 
buy the mix from the parent com- 
pany, and a full complement of 
specially designed equipment goes 
with the purchase of a franchise. 


ws The company has granted fran- 
chises to a number of stores in 
Vancouver and Victoria, and others 
will be opened later this month in 
Calgary and Edmonton. Cooperat- 
ing stores must paint exteriors and 
interiors with standard colors— 
peach, buff and red—and floor 
plans are recommended for maxi- 
mum efficiency. All exterior signs 
and printed advertising must em- 
ploy the trademark, “Mr. Spud- 
nut.” 

Spudnut is using newspaper ads 
and spot radio in Vancouver and 
Victoria, and plans to expand the 
campaign nationally. Stores also 
will be supplied with mats for 
local use, as well as low-cost give- 
aways such as hats and other 
novelties featuring the trade name. 


Issues ‘Store Layouts’ 

Building Supply News has pub- 
lished a 60-page booklet called 
“Successful Store Layouts,” con- 
taining more than 225 photographs 
and drawings to aid lumber and 
building material dealers in their 
plans for store building and mod- 
ernization. Working drawings and 
dimensions are included for island 
displays, racks, shelves and other 
interior display and stock fixtures. 
Copies at $1.50 are available from 
Building Supply News, 5 S. Wa- 
bash Ave., Chicago 3. 


To Olian Advertising Co. 

The Association of Cook County 
Chrysler Dealers has appointed 
Olian Advertising Co., Chicago, to 
direct its account. 
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Schneidereith Issues 100th 
Birthday Book: Kids Pomposity 


BALTIMoRE—“Of the making of 
anniversary books, celebrating the 
longevity of a business, there has 
been, and probably will be, no 
end,” Schneidereith & Sons, Bal- 
timore printer and direct mail or- 
ganization, says in a release ac- 
companying its 100th anniversary 
book. — 

“At the drop of a decade firms 
spring into print, to report in full 


niversary book is different. And it 
is. A beautiful 68-page bound job, 
it is devoted to examples of print- 
ing which the firm has done in its 
first century of work, and to a 
“chrestomathy” of 46 selections of 
writing during the past century, 
ranging from Lincoln’s tribute to 
Washington to surprisingly elo- 
quent prose-poems by Calvin 


Coolidge and Herbert Hoover. 
Collectors will undoubtedly 

treasure the volume as an unusual 

specimen of the graphic arts. 


Field Names Four Officers — 


Field Enterprises Inc., Chicago, 
has’ named four new officers in its 
educational division, which pub- 
lishes the World Book Encyclo- 
pedia, Childcraft and Patterson’s 
Anerican Educational Directory. 
Managing Editor J. Morris Jones 
and Assistant Secretary R. F. Walk- 
er have been promoted to vice- 


presidents; Comptroller Joseph 
urtgen also will be assistant 
treasurer, and Alfred Ross, credit 


manager, adds the duties of as- 
sistant secretary. 


Reddi-Wip Names R&R 


Reddi-Wip Maryland Inc., Bal- 
timore, processor of Reddi-Wip 
dessert topping, has appointed 
Ruthrauff & Ryan, Baltimore, as 
its first agéncy. Local newspapers 
will carry daily ads ranging from 
56 lines to full pages. Radio spots 
and television also will be used. 


Doner Promotes Mrs. Fr:eman 


Norine Freeman, radio director, 
has been promoted to director of 
radio and television planning of 
W. B. Doner & Co., Chicago. Art 
Pickens, formerly with Schwimmer 
& Scott, has joined the radio de- 
partment of the Doner agency. 


Names Keelor & Stites 


Keelor & Stites Co., Cincinnati, 
has been appointed advertising and 
public relations counsel for the 
fourth annual Greater Cincinnati 
Home Show to be held next May. 


color and half Morocco on the sa- 
gacity, resourcefulness and know- 
how that have enabled them to 
weather ten long and stormy 
years... 

“From everybody on the mailing 
list—except the founder, his fam- 
ily, his board of directors and cred- 
itors—a big wide yawn! The 
stuffy, egocentric, platitudinously 
dreary flavor of these self-pats- 
on-the-back cannot possibly stim- 
ulate anything else.” 

From which it may be gathered 
that Schneidereith believes its an- 


(ROCHESTER, N. Y. 


bows gratefully 


MECHANIX Mest 
ILLUSTRATED “g 


for the fine story in 
the November issue on 


The Dynamic 
ROCHESTER PROGRAM 
for INVENTORS 


--- bowed also 


are the A) 
2 A 
‘ 
Sec 


So & 


bringing up- ® 


wards of 1,000 letters 
a week to the desk of 
Rochester's Department 
of Commerce which is 
directing this program 
which is adding millions 
of $ to Rochester's in- 


For details, write: 
Division of Public Relations, 
Rochester Dept. of Commerce, 


54 Court St., Rochester 14, N.Y. | 
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_ producers of fine printing. 
’ The practical result 


pa 
Chart—or write direct to us. 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, IU. 


OXFORD PAPER COMPANY 
280 Park Avenue, New York 17, N.Y. 
MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 


‘Wetter YOUR concern with printed selling aids— 
whatever the product, from foods to 
—you can count on Oxford Papers to add increased effective- 
ness to labels, package wraps, instruction manuals, brochures 


ight choice for the job. 


Your Oxford Paper Merchant 


Is a Good Man to Know 


y for a copy of the 


rotective equipment 


of this specialization has been the 

ive development of a range of coated and uncoated 
es that contribute to better results in offset, rom ad 
tterpress and rotogravure printing. In short, the Oxford label 
means you’re sure of the righ 


p with your 


Aibany,N.Y. . . . 
Atlanta, Ga. 
Augusta, Maine . . . 
Baltimore, Md. . . 
Bethlehem, Pa. . 
Boise, Idaho . . . 
Boston, Mass. . . . 
Buffalo, N.Y. . . . 
Charlotte, N. C. 


Chattanooga, Tenn. . 
Chicago, Ill. 


Cincinnati, Ohio . 


Cleveland, Ohio . 
Columbus, Ohio . . . 
Dayton, Ohio . . . 


Des Moines, Iowa 
Detroit, Mich. 
Fresno, Calif. . 
Hartford, Conn. 
Indianapolis, Ind. 
Jacksonville, Fla. . 
Kalamazoo, Mich. 
Kansas City, Mo. . 
Knoxville, Tenn. . 
Lincoln, Neb. . 
Little Rock, Ark. . 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. ‘ 
Lynchburg, Va.. . . 
Manchester, N. H. 
Memphis, Tenn. . 
Miami, Fla. . . 
Milwaukee, Wis. . 


Minneapolis, Minn. . 
Nashville, Tenn. . 
Newark, N. J. 

New Haven, Conn. . 
New York, N. Y. . 


Omaha, Neb. . . . 
Philadelphia, Pa. 


Phoenix, Ariz. ; 
Pittsburgh, Pa. . . . 
Portland, Maine 
Portland, Ore.. . 
Providence, R. I. 
Richmond, Va. . 
Rochester, N. Y. 
Sacramento, Calif. 


and other printed items. For our mills have specialized for fifty St. Louis, Mo. 
years in papers designed specifically for the needs of users and St. Paul,Minn. . . . 


San Bernardino, Calif. 
Salt Lake City, Utah . 
San Diego, Calif. . . 
San Francisco, Calif. . 
San Jose, Calif. 
Seattle, Wash. 

Sioux City, Iowa . 
Spokane, Wash. . 
Springfield, Mass. 


4 There’s an Oxford Paper Merchant conveniently near 
you. He’s not only a prompt source of supply, but he’s 
ready and able to give worth-while ; 
r and printing problems. Get in touch with him 
Oxford Paper 


Tampa, Fla. . . . .« 
Toledo, Ohio . . . 
Tucson, Ariz. . . .« 

’ Washington, D.C. . 
Worcester, Mass. 


, Nation-wide Service 
Through Oxford Paper Merchants 


- Wilcox-Walter-Furlong Paper Co. 


-Green & Low Paper Co., Inc. 


. .Allman-Christiansen Paper Co. 


Wilcox-Walter-F urlong Paper Co. 


aaaaelannany om, Paper Co. 


.W..H. Smith Paper Corp. 
Wyant & Sons Paper Co. 
. Carter, Rice & Co. Corp. 
+ « +The Mudge Paper Co. 


-Blake, Moffitt & Towne 
-Carter, Rice & Co. Corp. 
-Franklin-Cowan Paper Co. 
. _.Caskie Paper Co., Inc. 
The Charlotte Paper Co. 
-Bond-Sanders Paper Co. 
-Bermingham & Prosser Co. 
Bradner, Smith & Co. 
The Whitaker Paper Co. 
- The Johnston Paper Co. 
The Whitaker Paper Co. 
- The Cleveland Paper Co. 
: -Scioto Paper Co. 
.Cincinnati Cordage Co. 
The Whitaker Paper Co. 
-Bermingham & Prosser Co. 
-Chope Stevens Paper Co. 
-Blake, Moffitt & Towne . 


-MacCollum Paper Co. 
.Jacksonville Paper Co. 

. Bermingham & Prosser Co. 
. Bermingham & Prosser Co. 
. -Louisville Paper Co. 
. Western Newspaper Union 
. -Roach Paper Co. 
.Blake, Moffitt & Towne 
-Blake, Moffitt & Towne 

- Louisville Paper Co. 
-Caskie Paper Co., Inc. 

.C. H. Robinson Co. 
-Louisville Paper Co. 
.Everglades Paper Co. 


Sensenbrenner Paper Co. 

. Wilcox-Mosher-Leffholm Co. 
. .Bond-Sanders Paper Co. 

Bulkley, Dunton & Co., Inc. 

Bulkley, Dunton & Co., Inc. 

. «Baldwin Paper Co., Inc. 

Bulkley, Dunton & Co., Inc. 

Green & Low Paper Co., Inc. 

Miller & Wright Paper Co. 

The Whitaker Paper Co. 

- Blake, Moffitt & Towne 

. Western Paper Co. 

.Atlantjc Paper Co. 


. Blake, Moffitt & Towne 
-General Paper Corp. 

.C. H. Robinson Co. 

. Blake, Moffitt & Towne 
-Carter, Rice & Co. Corp. 
-Cauthorne Paper Co. 
-Genesee Valley Paper Co. 
. Blake, Moffitt & Towne 


‘obey Fine Papers, Inc. 

-Inter-City Paper Co. 

. Blake, Moffitt & Towne 

. Western Newspaper Union 

. Blake, Moffitt & Towne 

.Blake, Moffitt & Towne 
.Blake, Moffitt & Towne ~ 

-Blake, Moffitt & Towne 

. Western Newspaper Union 

.Blake, Moffitt & Towne 

Bulkley, Dunton & Co., Inc. 

(Div. of Carter, Rice & Co. Corp.) 

Mill Brand Papers, Inc. 

.» «Blake, Moffitt & Towne 

-Blake, Moffitt & Towne 

‘ -Tampa Paper Co. 

-Paper Merchants, Inc. 

. Blake, Moffitt & Towne 

-The Mudge Paper Co. 


. . CLA, Esty P. Co. 
(Dio. of Carter, Rice & Ch Corp.) 
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%95% of Sports Afield’s SPEND-O-CRATS own automobiles. That is why these automotive 
advertisers use Sports Afield. 


The Casite Corp. 


Champion Spark Plug Co. 
Chrysler Corporation 
Chrysler Sales Div. 


Crosley Motors 


Dinsmore Instrument Co, Indian Motocycle Co. 


Exide Battery 


General Motors Corp. 
A.C. Spark Plug Div. 
Pontiac Motor Div. 


Hastings Mfg. Co. 


Hull Mfg. Co. 


Lorraine Driving Light 
Nash-Kelvinator Corp. 
Nash Motors Div. 

Prest-o-lite Battery 
Prestone Anti-Freeze 


Quaker State Oil 


Willys-Overland Motors 
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THE SHORTEST 
AUTOMOTIVE | 
SOLICITATION 
ON RECORD... 
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NL&B Research Chief to 
Retire; Mitchell Named 


Keo Currie, vice-president of 
Needham, Louis & Brorby, Chi- 
cago, and director of its research 
department, plans to retire early 
in January. She will be succeeded 
as research director by Fred A. 
Mitchell, who joined the agency 
earlier this year as an account 
executive. 

* Miss Currie joined the agency 
in 1935 after previous research 
experience with J. Walter Thomp- 
son Co. NL&B’s research depart- 
ment was founded and developed 
under her direction, and she was 
named a vice-president in 1945. 
Her successor at NL&B served as 
research chief of the old Blackett- 
Sample-Hummert agency, return- 
ing there after procurement work 


with the Army during the war. 
Later he went to Marathon Corp., 
Menasha, Wis., in charge of mar- 
ket research and sales analysis. 


Appoints Kameny Agency 


Brandon Films; New York, has 
switched to Seymour Kameny As- 
sociates, New York, for advertis- 
ing in newspapers, magazines, and 
business publications. The account 
formerly was handled by Sills & 
Slesinger. 


To Bachenheimer-Lewis Inc. 


Seco Mills and Bucknell Textiles 
Co., both in New York, have named 
Bachenheimer-Lewis, New York, 
to handle advertising and sales 
promotion. Both companies are 
new advertisers and will use bus- 


iness publications. 


‘CHURCH PROPERTY 


ADMINISTRATION | 


Published bi-monthly at 20 West Putnam Ave., Greenwich, Conn. 
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James D. Woolf Talks... 


Thompson 


successes. 


“With the buyer’s market mak- 
ing the going tougher than before, 
the advertising business has begun 
to realize that a pretty girl... can- 
not make the consumer buy. Only 
the product can do that. The new 
emphasis in advertising is on tell- 
ing him an informative story of 
quality.” 

That’s the way Time sums it 


up. Amen! 


Salesense in Advertising 


Registered 


James D. Woolf, famed copywriter and 
former vice-president of J. Walter 


Company, is writing this 


monthly series of discussions on tested 
ideas and basic advertising principles. 
While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


I have owned at least 25 cars 
up to now, and I am in the mar- 
ket for a new one. The other eve- 
ning I bought several magazines 
and newspapers for the purpose 
of boning up on cars. After care- 
fully studying a dozen or so ads 
I was left with a feeling of utter 
frustration. One example of what 
I found will suffice: 

“New cars are blossoming in show- 


RETAILING DAILY IS 


4 


10 | 


PREFERRED 


BY HOME FURNISHINGS RETAILERS 


OVER ANY OTHER BUSINESS PAPER 


IN THE FIELD! 
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rooms all over América. 

“And a whole new crop of auto- 
mobile language is sprouting up 
around them. 

“There’s talk about a brand new 
way to build an automobile—the sin- 
gle all-welded construction that means 
lasting quiet and greater safety in an 
automobile. 

“There’s talk about new develop- 
ments in heating and ventilation... 
talk about coil springs at all four 
wheels—talk about more seat-room 
and head-room. 


“It’s great to see and hear the good 
news—” 


Well, Time, how do you like 
that as an informative story of 
quality? 

ee ee @ 

It has been said a thousand 
times, but it cannot be emphasized 
too often: Keep your copy simple. 
It is not easy. Listen to Owen D. 
Young: “Perhaps only 1%, certain- 
ly I should think not more than 
5%, of what one thinks or sees or 
feels can be translated by language 
to another...Be careful to see 
that your language is clear, and 
keep your sentences short.” 

The other day I watched a rath- 
er poorly dressed woman examine 
an electric iron in a hardware 
store. At last she put it down but 
made no comment. 

“But, madam,” urged the young 
salesgirl, “this device is indispen- 
sable.” 

“In that case,” mumbled the 
confused lady, “I’ll look down the 
street for something cheaper.” 

e ee 


An adman friend of mine, John 
Moran, comes up with a wonderful 
description of a good headline. He 
says a good headline serves two 
purposes: (1) It stops the right 
prospects; (2) it keeps away the 
wrong prospects. 

What John is driving at is this: 
Make your headline selective. If 
you’re selling air conditjoning, or 
ski shoes, or power boats, or chick- 
en feed, or storm windows, aim 
at your logical prospects. I saw a 
corn plaster ad the other day with 
this headline: “Want to be hap- 
pier?” Hell, there’s only one word 
that makes sense in a corn plaster 
ad and that word is—corns. 

As John Moran would say, 
“Throw away those 12-gauge bird- 
shot shells, and get some 30-30’s.” 

ee ee @ 


One way to put freshness and 
novelty into your advertising is 
to introduce novelty into the prod- 
ucts or services you are selling. I 
know of a bank that provides left- 
handed checkbooks to its left- 
handed customers. If you are left- 
handed, you know how difficult 
it is to manipulate a right-handed 
checkbook. A number of banks 
around the country are now pro- 
viding their customers with gaily 
colored checks, for gift giving, 
which look like Christmas cards 
and which, by special arrange- 
ment, require only such intimate 
signatures as “Mom,” “Dad,” 
“Maggie,” or “Aunt Mary.” 

Any new ideas in your business 
lately? 

e 2@ @ 


In a certain western city of 
about 40,000 population a big Sears 
department store opened its doors 
a few months ago. Right next to it 
is situated the city’s largest hard- 
ware store, a half-century old, 
which deals in many items of mer- 
chandise—electric refrigerators, 
cooking ranges, toasters, hot water 
heaters, paint, etc-—which are in 
direct competition with Sears 
brands that sell for less money. 

Friends of the old store feared 
the worst. But both stores seem to 
be doing just fine, both appear 
to be enjoying public favor. Both 
advertise heavily, and in their par- 
ticular block one sees throngs of 
shoppers all day long. 

How does the old store meet the 
stiff price competition of Sears? 
Well, I’ll tell you. Behind its ac- 
tivities is a campaign of advertis- 
ing of some $4 or $5. million. 


You see, this store concentrates 
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on nationally advertised merchan- 
dise—Frigidaire, Toastmaster, GE 
ranges, Sherwin-Williams paints, 
Standard plumbing fixtures, etc. 
Hitching their wagon to stars, all 
of their advertising is built around 
this slogan: “The Store of Famous 
Names.” 

And everybody is happy. Both 
stores are rendering a service, each 
in its own way, and good luck to 
them. 

I simply cannot understand why 
so many merchants are so reluctant 
to tie in with famous names. In 
my town is a stationery store that 
carries an enormous stock of the 
widely advertised and nationally 
celebrated Hallmark greeting 
cards. Prior to Christmas this store 
advertises its greeting cards heav- 
ily in the local newspaper, but 
there is never a single mention of 
Hallmark. I asked the proprietor 
why. “A matter of policy,” he said 
curtly. ' 

Brother, that beats me. 


Tangdelius Named V. P.; 
Boyd, Rowley Join Agency 


Jan Tangdelius, recently with 
Brooke, Smith, French & Dorrance, 
Detroit, and formerly with Foote, 
Cone & Belding, Chicago, has 
jo.ned Fulton, Morrissy Co., Chi- 
c220, aS a vice-president. Ernest 
L Boyd, who spent last year teach- 


Ernest Boyd 


Jan Tangdelius 


ing advertising at Northwestern. 


University School of Commerce, 
also has joined Fulton, Morrissy. 
He was previously with Gardner 
Advertising Co., St. Louis, and 
Brooke, Smith, French & Dorrance, 
Detroit. 

Joel Rowley, formerly with 
Roche, Williams & Cleary, has 
been appointed to handle copy and 
production work for Fulton, Mor- 
rissy. 


Roe Joins Tracy Mtg. Co. 

B. T. Roe, formerly vice-presi- 
dent and general manager of J. N. 
Ceazan Co., Pacific Coast appli- 
ance distributor, has been ap- 
pointed vice-president in charge 
of sales of Tracy Mfg. Co., Pitts- 
burgh. Tracy manufactures kitch- 
en cabinets and cabinet sinks. 


A € 
PR 
WE'VE BEEN PRODUCING 


Motion 
Pictures 


FOR MORE THAN 39 YEARS 


industrial ... sales ... anima- 
tion. . . public relations . . . 
training .. . theatre ads ... from 
20 seconds to 2 hours in length. 


A Few Current Productions: 


@ Federal Reserve Bank 

@ Jobn Deere 

@ U. S. Army Engineers 

© Commonwealth of Virginia 

@ U. S. Navy t 
© International Harvester 

®@ Atlantic City C. of C. 

© Northwest Airlines 


Mullen Succeeds Dalton 
As ECA Information Head 


Robert R. Mullen, of John Orr 
Young & Associates, New York, 
has been appointed director of in- 
formation of the Economic Co- 
operation Administration. He 
succeeds Neil Dalton, who resumes 
his position as director of public 
relations of the Courier-Journal 
and Louisville Times and Station 
WHAS. 

Mr. Mullen, who is 41, held an 
executive position with the Chris- 
tian Science Monitor for ten years 
before the war. Following military 
service, he was an editorial writer 
with Life. Two months ago, he 
took leave from John Orr Young 
& Associates to serve ECA as a 


consultant on public relations. He 
recently returned from Paris, 
where he has been studying ECA 
information operations. 


‘Jitty’ Sells Storm Windows 


Angel Novelty Co., Fitchburg, 
Mass., to promote its new Jiffy 
three-piece, self-storing storm 
window and screen of wooden con- 
struction, has adopted a “Jiffy” 
character for its advertising in 
newspapers of New England and 
New York. “Jiffy” indicates that 
the wooden window does every- 
thing expected of a metal combi- 
nation, at a third of the cost. The 
company plans to expand news- 
paper advertising to other states 
where storm windows are used. 
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Say good-by to good will if your mail-away 


premium offer isn’t handled in a hurry. 


Housewives and kiddies who send in their 
coins and box tops want their premiums in a 
reasonable length of time. When they don’t get 
them, you’re on the receiving end of an avalanche 
of mail charging carelessness, neglect, and even 
fraud. This extra mail not only complicates the 
handling, but, much worse, destroys the good will 
engendered by the offer. No good will, no repeat 


sale of the product. 


. 


like 


There’s one way to avoid all this—let Don- 
nelley do the job for you. 


For with the many problems that can arise on 
a premium offer, it’s wise to have Donnelley ex- 
perience behind you from the beginning. And 
most important, you can be sure that premium 
requests will be handled promptly. 


Your nearest Donnelley office will gladly dis- 
cuss your next premium promotion. Call or 
write when you start planning. 
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Lobbyists Give 
Advice to Public 
Relations Group 


WaszEincton—William Wight, 
vice-president of Carl Byoir & As- 
sociates, told the fourth annual 
meeting of the American Public 
Relations Association here that it 
is “nonsense” to believe that Wash- 
ington is “the city of the Big Fix.” 
He said the greatest service the as- 
sociation can do is to get rid of the 
“misconception” that Washington is 
a “huge, mysterious, bureaucratic 
labyrinth where nothing can be 
done simply or directly.” 

“Unscrupulous ‘influence ped- 
dlers,’” Mr. Wight continued, 
“have taken advantage of the prev- 


alent misconception to persuade 
prospective clients that business 
men have no chance to present 
their problems to the executive 
branch of the government or Con- 
gress without the aid of some 
‘cloak-and-whisper’ go-between. 


a “They have magnified out of all 
proportion the red tape in Wash- 
ington,” he said. “Actually, the 
magic they sell requires nothing 
more than ability to spin a tele- 
phone dial.” 

A second member of the panel 
on “Who Best Represents Business 
in Washington,” former Congress- 
man Carter Manasco, also had ad- 
vice on lobbying. Mr. Manasco, 
now registered lobbyist for Na- 
tional Business Publications and 
others, warned, “To get the best 
representation, know who and 
what your congressman is when 
you elect him.” 

He added that “often the agent 


Agency Saves Client 
$550 on Single Ad! 


The original art for a full page 
Sunkist ad had to be in two 
places at once ... at the plate- 
maker’s and with a gravure firm 

. so Foote, Cone & Belding 
first considered having the art- 
ist make a duplicate. 


Instead, they ordered a Chromart 
O-A Print, made from the art. 
This gave them two pieces of 
copy, both suitable for paw 
making. Although the O-A 

subdued a few of the hig light 
details, these they readily restored 
by retouching the O-A print. 


After print cost and retouching, 
the total saving was $550! 


CHROMART O.-A Prints (O-A 
for Original Art) have other 
uses. Perhaps your art is the 
wrong size to fit into final 
paste-up. Or you may need 
color guides for 24-sheet hand- 
paints. 


We charge $20 for color 
photography of your art and a 

omart O-A costs from $52 
to $122, depending on the size 
ordered. Investigate! 


Frank Miller Laboratories 
846 North Fairfax, Hollywood 46 


America’s Oldest Colorprint Service 


ALL NEW-ALL PROVED INTERNATIONAL TRUCKS 


THE MOST COMPLETE LINE OF TRUCKS It AMERICA... swear moos: Meany Baty Expiontend v0 sa vo yOu MowEY 


ew te tee Cr ome 
Siow vo me nokta sh en ae ty mine eae, ee teams aa ena 
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‘HEAVY-DUTY ENGINEERED’—Iinternational Harvester Co. will stress that theme in 
its campaign for the new, complete truck line just introduced (AA, Dec. 5). Mag-. 
azine copy will start late in January with this full-color spread employing color - 

photography. Young & Rubicam, Chicago, is 


the agency. 
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can save the congressman and the 
government embarrassment by 
pointing out the effects of a bill 
under consideration.” 


a Other panel members were 
Reuel W. Elton, general manager 
of the American Trade Association 
Executives, and John L. Laskey, 
vice-president, District of Colum- 
bia Bar Association. 

Another former congressman, 
Robert Ramspeck, now vice-presi- 
dent of Air Transport Association, 
told an afternoon panel that “every 
member of Congress who has spent 
any time here learns to spot the 
difference between honest opinion 
and organized propaganda.” 

He advised business men appear- 
ing before congressional commit- 
tees to be willing to concede “some 
merit” to the “other side of the 
fence.” “Remember,” he said, 
“congressional committees are less 
interested in your opinions than 
the facts with which you support 
them.” 


a Paul Wooton, president of the 
Society of Business Magazine Edi- 
tors, was moderator of the after- 
noon panel. Other members were 
William Frye, director, office of 
public information, Office of Na- 
tional Defense; Tom Duncan, La- 
bor’s League for Political Educa- 
tion, and John C. O’Brien, presi- 
dent, National Press Club. 

The association reelected Ed- 


ward B. Lyman, assistant to the 


president, Fordham University, as 
president. Daniel M. Koplik .was 
appointed executive director and 
Max Shohet, chief of Radio Re- 
ports, Washington, was named 
chairman of a newly formed na- 
tional publicity committee. 


Ad Council Names Coleson 
West Coast Representative 
The Advertising Council, New 


York, has appointed Robert C. 


formerly head of the 
Hollywood office 
of the National 
Association of 
Broadcasters, as 
Pacific Coast rep- 
resentative with 
headquarters in 
the Taft Bldg., 
Hollywood. 

For the past 
four years Mr. 
Coleson has 
served the coun- 
cil on a part-time 
basis as radio 
representative in Hollywood. In 
his new capacity, he also will serve 
as liaison officer between the coun- 
cil and the Advertising Association 
of the West. 


Joins Federal Agency 

Doris O’Halloran, formerly with 
McCann-Erickson,' has joined the 
copy staff of Federal Advertising 
Agency, New York... 


Dee to ‘Charm’ Sales Staff 
Victor Dee, formerly with Es- 
quire, has joined the eastern sales 


Coleson, 


R. C. Coleson 


staff of Charm. 


TAKES PLENTY 


OF PULL & POWER . 
TO DRAW PEOPLE , 
OUT AT 
DAYBREAK °® 
ONLY IOWA'S 
GREATEST WAKE-UP 
SHOW COULD 
DO IT... THATS THE ° 


“DON BELL SHOW” , 


HUNDREDS DROVE e 

MILES BEFORE DAWN 

TO SEE THE DISC JOCKEY 
IN ACTION AS THE e 

MUSIC-AND-MIRTHMASTER 
THAT HE IS! e 


SUCH POPULARITY ° 
MUST BE DESERVED 


ASK A KATZ 
MAN ABOUT 


KRNT 


IT WAS DON BELL’S 3rd ANNIVERSARY AT KRNT — 


“BREAKFAST iL BELL” 


| \ mer ee 


4500 IOWANS 
GOT OUT OF BED 


CRE... Mave gun! 


id aiblicin Abi hii dl id ual , 


THE HE, DOM BELL SHOW 


bis hal 
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Ellison Joins TV Producer 


Paul S. Ellison, formerly execu- 
tive vice-president of Control Sys- 
tems for Management Inc., has 
joined Archer Productions, New 
York, commercial film and tele- 
vision producer, as vice-president 
in charge of sales. Mr. Ellison is 
past chairman of the Association 
of National Advertisers and a for- 
mer director of the Advertising 
Council, Advertising Research 
Foundation, and the Audit Bu- 
reau of Circulations. 


Townsend Adds Accounts 


Townsend Advertising Agency, 
Burlington, Vt., has been appointed 
to handle the advertising of Mt. 
Mansfield Chair Lift Inc. and The 


.| Lodge at Smugglers’ Notch, both 


in Stowe, Vt. Magazines, newspa- 
pers and direct mail will be used. 


To Hoefer, Dieterich 


Hoefer, Dieterich & Brown, San 
Francisco, has been appointed to 
handle the national advertising of 
Reelon Corp., San Francisco, man- 
ufacturer of Glass-Fiber fishing 
— and distributor of Voo-Doo 
ure 


es ee 
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IMPLEMENT & TRA R 
provides the leading dealer- 
jobber circulation in the farm 
equipment field. 


IMPLEMENT & TRACTOR 
has che highest subscription 
rate. Its readers pay more be- 
cause I & T’s 10 exclusive 
editorial features and business 
services are not duplicated by 
any other farm equipment 
publication. 


IMPLEMENT & TRACTOR 
is the only publication in its 
field to win che “Pulitzer 
Prize of Industrial Journal- 
ism”. Twice, I & T received an 
Industrial Marketing award 
for editorial excellence. No 
other farm equipment publi- 
cation has ever been awarded 
this honor. 


IMPLEMENT & TRACTOR 
carries the leading advertising 
volume—proof of its superi- 
ority in the farm equipment 
field. 


IMPLEMENT & TRAC. 
TOR’s leading dealer-jobber 
© coverage, highest subscription 
rate, proven superiority and 
leadership in advertising vol- 
ume make it the farm equip- 
ment industry’s basic publi- 


“TMPLEMENT 
_STRACTOR am 
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Dentifrice Prices Vary Widely, 
AA 11-City Buying Splurge Indicates 


Cuicaco—In the case of denti- 
frices, at least, absence of fair 
trade laws does not always mean 
lower prices. 

AA discovered, in its recent 11- 
city shopping spree, .that denti- 
frice prices in Washington, St. 
Louis and Dallas, where there is no 
fair trade, were generally as high 
—and sometimes higher—than 
prices of the same products in 
cities where fair trade laws are 
operative. 

As reported in AA, Nov. 21, 28 
and Dec. 5, resident writers in 11 
major cities entered ten drug stores 
in each city, asked for a dentifrice, 
and waited to see what the clerk 
would sell them. 

Two of the ten purchases in 
Washington were Amm-i-dent 
paste. In both cases, the price was 
54¢. In Cincinnati, the same tooth- 
paste cost 49¢, 49¢ and 55¢ for the 
three separate purchases. In Phil- 
adelphia, Amm-i-dent paste cost 
49¢, 49¢ and 55¢ in three stores. 
And in Chicago, the same paste 
cost 50¢ and 54¢ in two stores. 


« Only seven of the 23 tubes of 
Amm-i-dent paste purchased in 
the various fair trade cities carried 
price tags as high or higher than 
the price in Washington. And in 
St. Louis, one tube of Amm-i-dent 
cost 55¢, the other, 50¢. 

The prices of Peb-Ainmo also 
were as high or higher in Dallas 
and Washington as in the fair 
trade cities. In Dallas, a tube cost 
50¢. In Washington, a tube cost 
54¢. In New York, the prices on 
three purchases were 46¢, 50¢ and 
50¢. In Cleveland, Peb-Ammo cost 
51¢ and a store in Chicago charged 
50¢. 

The price range for any one 
product varied widely from city to 
city and also varied between stores 
in any one city. The same size can 
of ammoniated Pepsodent powder 
was purchased for 33¢, 45¢, 47¢ and 
60¢—a total spread of 27¢ between 
highest and lowest prices. 


a Typical of the variation in 
prices in the same city were the 
two purchases of Amurol tooth- 
paste in Philadelphia. One store 
charged 49¢ and another store 
charged 53¢. 

Less typical, but probably more 
interesting was the wide spread in 
the price of Amm-i-dent powder. 
In Cleveland, three cans of the 
dentifrice cost 55¢, 55¢ and 62¢. In 
St. Louis, two purchases were 
made, one for 46¢ and one for 60¢. 
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— The better labels 
that cost less. 


@ sparkling colors on hard, 
snow-white stock 

@ sharp, perfect lettering 

@ extra-strong adhesive 

You get all these quality features at 

low cost with FENT-ONAMEL, the only 


label of its kind made! Over 
130,000 satisfied users. 


Write TODAY for samples & prices 
FENTON LABEL CO.) 


E ST., PHILA. 6, PA. 
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In Minneapolis, the two cans pur- 
chased cost 47¢ and 53¢. Prices 
charged by three stores in Seattle 
ranged from 48¢ to 62¢, and in Dal- 
las from 47¢ to 50¢. 

Prices of the small size tube of 
any dentifrice showed a much 
smaller price range. All purchases 
were either 24¢, 25¢ or 26¢. Ap- 
parently customers are conditioned 
to a price tag close to 25¢ for such 
items. 

The average price for all large- 
size ammoniated pastes and pow- 
ders was a fraction less than 50¢. 
The few non-ammoniated products 
purchased (large size) averaged 
41¢ per purchase. 

Editor’s note: This is the fourth 


and final story based on ADVERTIS- 
Inc AGe’s recent dentifrice buying 
spree. Previous stories covered 
the brands purchased, misinforma- 
tion which druggists give their 
customers about ammoniated pro- 
ducts, and the relative lack of at- 
tempts to sell related products. 


Buda Appoints Llewellyn 


Ross Llewellyn Inc., Chicago, has 
been appointed by Buda Co., Har- 
vey, Ill, to handle the advertising 
and promotion of all its products 
including diesel and gasoline en- 
gines, railroad equipment, lifting 
jacks, earth drills and material 
handling equipment. 


Schling Appoints Fairfax 

Max Schling Seedsmen Inc., 
New York, has appointed H. W. 
Fairfax Advertising Agency, New 
York, to handle advertising in 
newspapers and national maga- 
zines. The company is a new ad- 
vertiser. 


Switches to O'Connell Co. 


Nova Sales Co., Trenton, N. J., 
wholly owned subsidiary of Hom- 
asote Co., has appointed R. T. 
O’Connell Co., New York, to handie 
advertising for its household build- 
ing supplies. The account former- 
ly was serviced by Doyle, Kitchen 
& McCormick. 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Reoresented nationally 
} y Be « . e ia 


SCHOOLS ARE BUILDING 
BY = THOUSANDS 


What is your share of the >, 

$1,000,000,000 in contract <—& 

awards for educational \ Boe. 
Wa buildings this year? i 


Write for “Facts and Figures on \ 


j j The American School Publishing Ea. 


* 470 Fourth Avenue, New York 16, N. Y 


Now you can 
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Now-—for the first time—Highway Displays are an 
important, proved part of every soundly planned 
outdoor advertising program. National Advertising 
Co. has raised this effective, economical medium 
to true national stature by creating the only truly 
national organization devoted exclusively to the 


job of creating, installing and maintaining high- 


*Reg. Trademark of Minnesota 
Mining & Mfg. Co., St. Paul, Minn. 
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way displays from coast to coast and from border 
to border. Add to this the proved day and night 
impact of “Scotchlite’* Reflective Sheeting and 
you have the smartest buy in all outdoors! Write, 
wire or ‘phone for complete details on any high- 
way display program —national or regional—any- 
where in the country. 


WAUKESHA, WISCONSIN 
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dustry fails to set up a program 


Technician's Language |v 00S 


Used by Smith Statf 


Graduate Engineers 
with Harry Smith Inc. 
Write for the Experts 


New Yorx—After a little more 
than two years of successful op- 
eration, the unique business 
launched by Harry W. Smith Inc. 
has established a reputation as a 
specialist for specialists. 

The comparatively new company 
specializes in technical publicity, 


Remember 


WM. F. RUPERT 

Compiler of NATIONAL 

BIRTH LISTS EXCLUSIVELY 

for the past 55 years. 

90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


level and in the-language which 
technical buyers use. 

Tt emphasizes that its account 
men, whom it calls “senior ed- 
with a plan and for a stated pur-|itors,” soon get 
pose, on a monthly fee basis for|so deeply im- 
advertising agencies and industrial} mersed in the 
clients. : technology of a 

Organized in July, 1947, andj|client’s business, 
built around a corps of graduate|and in his cus- 
engineers with writing and editor- | tomers’ business- 
ial experience, the company pre-| es, that they can 
pares trade, technical and business} speak on a plane 
copy about products and services|far more pene- 
sold to industry and commercial | trating, explicit 
enterprises. It is not a public re-| and factual than 
lations concern of the type that/ the usual class of 
addresses its output to employes,| promotional and 
stockholders, lawmakers or the|sales people associated with the 
general public. It concerns itself | client. 
only with its clients’ customers, These “senior editors” have to 
prospects and dealers. stick to facts and get down to fun- 
damentals because technical and 
s The company founded by Harry| business paper editors today de- 
W. Smith, former adman, agency |mand depth and substance in fea- 
researcher and publicist, believes | ture articles. 
that most industry selling to in- 


Harry Smith 


m Under the circumstances, it is 


Advertising agencies, artists, ad- 
vertisers, and printers all recognize 
Jahn & Ollier as a top source for fine 
color process plates .. . because Jahn 
& Ollier color plates reproduce with 
smooth, brilliant accuracy ... because 
they are ‘made right to print right” 
... because they are created to the 
exacting standards of publication 


and commercial printers... 


... Offers you the facilities of Chicago's 
largest fine photoengraving plant... 
where four of our fifteen cameras are 
devoted exclusively to color process work 
... where both management and crafts- 
men recognize that only the highest 
standards of workmanship are sufficient 
for fine color reproduction... where 
thorough cooperation and understanding 
assure you that your color plates will be 
of the very highest quality from every 
standpoint... 


call MOnroe 6-7080 ... for service 


JAHN & 


ENGRAVING COMPANY 
817 West Washington Bivd., 


Makers of fine photoengravings for letterpress printing 


not surprising to learn that the 
senior editor covering the mater- 
ials handling equipment division 
of Yale & Towne, and the Indus- 
trial Mineral Wool Institute, is a 
materials handling consultant and 
an insulation engineer; or that the 
senior editor handling the Hunter 
Spring Co. account is doing a text- 
book on spring design. 

A regular monthly control meet- 
ing is held with each client. These 
meetings are attended by auth- 
orized representatives of the client 
and the agency, by the senior ed- 
| itor and by other individuals from 

all three organizations who may be 
involved in strategy, supervision 
and programming. Incidentally, the 
Smith organization works by pro- 
gram, not by project. 

The company also conducts con- 


tinuing research on technical and 
business paper editorial require- 
ments. It deals almost daily with 
the working editors of a large 
number of business and technical 
media. Its articles are written on 
order, not on hope. It works as 
much from editors’ requests for 
specific information on _ specific 
topics handled in a specific man- 
ner, as it does from a client’s de- 
sire to have a specific story told. 


w Probably 50% of its output is 
feature articles offered to editors 
on an exclusive basis. While it 
handles mass releases on clients’ 
products, their uses, maintenance 
and special applications in indus- 
try, it refers to these as “the steady 
stream of technical news which 
gives momentum to, and fills in 
between, the major contributions 
to the business and engineering 
press.” 

As an outgrowth of its technical 
publicity, the Smith organization 
frequently becomes involved in the 
development of technical litera- 
ture such as manuals, engineering 
bulletins, reference literature, 
training material, product selec- 
tion and_ specification systems, 
handbooks, and even client-spon- 
sored texts. 

For the development of such 
material, Smith offers its capacity 
and experience to organize the 
technology of a client’s business, 
and the editorial and educational 
know-how needed to develop and 
digest data to the point where the 
client’s or the agency’s sales pro- 
motion specialists and layout art- 
ists can take over. 


s Billing for such work either is 
on an hourly basis or on a fee 
basis over the period required to 
complete the program. Inasmuch 
as layout and production are han- 
dled by agency or advertiser, after 
the Smith organization has devel- 
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oped the job to that point, the 
cost of such development consists 
almost wholly of editorial, super- 
visory, study and clerical time. 

Currently in process are: A ser- 
ies of selection charts to guide 
process engineers through the var- 
ious and intricate decisions and 
calculations necessary for proper 
selection of temperature control 
instruments; an up-to-date manual 
for mechanical designers on the 
subject of spring specification, and 
a complete reorganization of 
an engineering data file for sales- 
men of laminated plastic com- 
ponents. 

For one major industrial adver- 
tising agency, Smith is developing 
tabular and technical explanatory 
material for a new comprehensive 
catalog on high quality copper al- 
loys. Two jobs recently completed 
are a 48-page manual on industrial 
ovens and an eight-page bulletin 
on the proper engineering of inert 
gas generator systems. 


a A consistent expansion of this 
branch of the company’s business 
may be expected, according to Mr. 
Smith, “because of the acute and 
frequent need of industrial mar- 
keters to fill the gap between the 
technical know-how locked up in 
the brains of a company’s techni- 
cal specialists and the usual in- 
dustrial advertising man’s ‘strike- 
out point’ in understanding and 
being able to manipulate’ such 
know-how.” 

Sales thus far have been made 
in two ways—first, to industrial 
advertising managers -who have 
found it difficult to develop a 
sound and sustained program of 
technical publicity through their 
agencies, or by means of free-lance 
writers, or through employes on 
their own staffs. Second, an almost 
equal amount of business has come 
from industrial advertising agen- 
cies which recognize clients’ needs 


— More motorists read outdoor advertising 


Boa 


More motorists use 


DU PONT ZERO 
anti-freeze than any other bra 
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[ General Outdoor Adv Co 


TE 


IMPULSE. 


OLLIER 


Chicago 7, Illinois 


What’s the best time to 
catch a customer? When he’s out- 
doors with money in his pocket! 
And that’s where General Outdoor 
will help you clinch a sale. GOA 
delivers the impact... the quick 
reminder that turns impulse into 
action. All the facts are ready and 


rigs me 
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readable. 
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* Covers 1400 
leading cities 


Send for them today. 


General Outdoor Advertising Co., 
515 South Loomis Street, Chicago 
7, Illinois. 
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for programmed technical report- 
ing, but which have been unsuc- 
cessful in arranging it. 

The Smith organization’s pro- 
motion is carried on by means of 
a series of card mailings designed 
to draw attention to typical ex- 
amples of its work. This promo- 
tion emphasizes the difference be- 
tween its methods and the usual 
methods employed in non-specialist 
types of publicity. 


ws Under the heading, “Technical 
News at Work,” a reader of one of 
the promotion cards has his at- 
tention directed (by issue date 
and page number) to a specific 
technical article in a specific pub- 
lication in behalf of a _ specific 
client. In time, recipients become 
aware of the scope of the com- 
pany’s work, its clients, and the 
types of publications with which it 
deals. In the cartouche in the lower 
right-hand corner of the three- 
color card is the “Smitticism” of 
the week or month, which, in 
effect, is a little lesson in techni- 
cal publicity. The copy ranges 
from 35 to 60 words. Here is an 
example: 
Borers From Without—Oftentimes 

way we dig into a new client’s technology 
scares him half to death. But if we're 
io write with authority—on technical 
subjects and for technical readers—we’ve 
got to wade in deeper than does the 
vdvertising copywriter, the “press agent” 


or even the client’s own salesmen. Full 
facts first. 


s The series of cards is numbered. 
The mailing list is small, currently 
amounting to 585 names. In each 
case, some personal contact, or 
specific recommendation by a 
client, has been made. The mailing 
campaign is not intended primarily 
to produce inquiries. Its purpose 
is to do an identification and edu- 
cational job against the day when 
a Smith editor can follow up with 
a personal call on each recipient. 
The Smith organization bills its 
clients on a monthly fee basis. 
Minimum fee is $600 per month. 
Expenses are billed additionally 
without markup. On the basis of 
its experience with nine clients, it 
has found that expenses generally 
amount to one-third of the fee. In- 
ternal control of the company’s 
proportional effort on various 
clients’ programs is on a time basis. 
Mr. Smith said that “analyses of 
costs and results with the technical 
publicity programs for Yale & 
Towne, Industrial Mineral Wool 
Institute, Rohm & Haas (plastics 
division) and the Hunter Spring 
Co., show an over-all cost per 
7x10” page varying from $50 to 
$110, depending upon the depth of 
the technology, the degree of client 
and agency cooperation, the mar- 
ket’s thirst for knowledge of the 
type involved, and the length of 
time the Smith team has been 
working on the problem. Cost per 
‘reader (assuming 20% _ reader- 
ship, conservative for feature 
technical material in vertical pa- 
pers) varies from 2.4 to 7.6 mills. 


# “Through clipping services, of 
course,” Mr. Smith said, “clients 


WN OW. WASHINGTON 1 D- C 


SIXTH ST., 


follow their results. Almost all 
clients make liberal use of reprints 
of lead articles in direct selling, 
direct mail, inquiry answering, 
trade show display, and the like. 

“We break down our results,” 
he pointed out, “either by market 
addressed or subject covered. We 
pie-chart these distributions of 
technical publicity and control the 
emphasis we want on the basis of 
the charts.” 

Approximately 240 business and 
technical publications publish the 
technical publicity of Yale & 
Towne (materials handling equip- 
ment division) in a year’s time. An 
average of 118 per year treat the 
mineral wool material; 257 per 
year use material on Rohm & Haas 
plastics; 165 publish copy on the 
resinous products division of the 


same company; 114 carry material 
of interest to Gould Storage Bat- 
tery Corp., and 67 use material 
from Hunter Spring Co, 


a The president and founder of 
the company, Harry W. Smith, is 
the son of one of the editors of the 
Cleveland Plain Dealer. He was 
graduated from the Case Institute 
of Technology in 1930 as an M. E., 
and the following year did post- 
graduate work in physics and 
mathematics at the Princeton 
Graduate School. For a time he 
worked as a machine designer and 
process engineer with General 
Electric Co. and in American Gas 
Association laboratories. 

In 1935 he did research for J. 
Walter Thompson Co., and from 
1936 to ’38 was in the advertising 


department of the New Jersey 
Zinc Co. This was followed by 
three years as director of industrial 
publicity for the American Gas 
Association. Two years before or- 
ganizing his own company, he was 
vice-president and general man- 
ager of the John Mather Lupton 
Co., where he organized a techni- 
cal news division. 

With Mr. Smith since the incep- 
tion of his present organization has 


bia graduate, who has had exper- 
ience in mechanical design, re- 


search, consulting engineering and’ 


technical journalism. 

Also on the staff are Owen J. 
Craig, who joined Smith after ex- 
perience in metallurgical engi- 

neering, and Carlton C. Porter, 
who has had 20 years’ editorial and 
reportorial experience and is an 
authority in the automotive field. 


BOAT CONSTRUCTION 


More boats constructed In the 
South In 1948 than in the rest 


of the nation combined. 


been Joseph C. Moore, a Colum- | 


say 


*‘Never Have a Sale Without The Missouri Ruralist. We have 
advertised in Missouri Ruralist ever since we have been in 
the breeding business and are happy to say that this adver- 
tising has brought new buyers and broadened our selling 
territory. We can heartily recommend the Missouri Ruralist.’’ 


Popham Brothers credit Missouri Ruralist for a successful 
Duroc sale at the Chillicothe, Missouri Sale Barn. 


“Missouri Ruralist 
is our Best Salesman...” 


Edgar and Aurel Popham, prominent 
livestock breeders of Chillicothe, Missouri 


mation. 


...and BUY! 


a Published by Comat Publications ; 
Editorial Office, FAYETTE, Mo. Business Office, TOPEKA, KA 


(Above, left) Aurel R. Popham, 
in charge of Hereford cattle 
operation since 1925. 


( Below, right) Edgar R. Pop- 
ham, in charge of Duroc hog 
production since 1919. 


BUSINESS PAPER OF THE MISSOURI FARMER... 


The Missouri Ruralist is the farmer’s standby for latest farm infor- 
It is edited specifically for Missouri farming problems. 
Remember this extra influence you get with Missouri Ruralist. You 
can count on an audience that is willing to LISTEN... BELIEVE 


RURALIST 


ns tetany 5g eT 


re) ines - ie M on " Fe <5 on eae a Oe Be? ¥ - te es * - It: aa > Beir i eo ae = 
fay sc Sear ema 5 the elie Te ae fees «ee ae - ‘ . y _ ats ~ satis F Silene ae Da el 2 f a . 
2 aS ea soe es ra ? eoee te Phsaay ak i Fea ie a = ; es . Poe a he i - ‘ : ¥ . tp ete 
aes ae - , iS : , aad Oe. Bal. wi tne. ee aE a . eesti : ts fa : t — . % oa OE ae AE cage om ei 5 i vs a a jo= th me Hise S/d are Ree e 
S 3 : ar i i mane | i ie a aaa Seas aca a te ee ee eR ge a ey 
es See : ey ee Ome ge ays ples ee eee er ee ee ey ee ee eee ne, hg aren ee a >: ee! OF eee er, 
Weg “ae oe ane aie i mg re sl eee eres Sr Re hes a co ee eee Aone a ee ea : 4 eae cee | bee - ok “i : ptr ex, oF meni 3 Spe soi ee ee >a eh ites” Sg: ean 
me ~es oy) aren er ree i nines aheact ee genie ptm, oe a Se gr RN ke ae SSP “ae cgi Aees are 
sidahes aaa =” tary HR io jaime Hee pes. ee Bae oe io eae re ee ee AL va ee a ee ae ae iscsi) A a ar ion oe a oe rs Pak neg: a eS te ene, 
a ee eer ae a gees ie ee eM Rie eer, ee tl SP Sohn ewe eet oe eT ee ee ee ; : ‘ a. eee ts. i ge ae agen ee wee Ee 
eee eee Seen mi mie TS i ee ee sus eee ee eae ee oY oe ie Pi: = eee ae : ee ee ; : as Sel f e : oe eae eee a 
oe . 7 pis : - a hs 2 ‘ . . © ‘ ae j 
a . a ' 4 
a * 
ee : . oer ae 
Pe Ne ce 
| | a 
Be ph | 
rr 
| | — 
A ee te 
NE cao ne 
fe rm eat 
ae 
ca a 
ie Eta ee 
1ERN A) ‘I, g et 
- a - tena 
‘ \ 1 " > 
ot ret RM’ oe | , eee Sey 
—~gStee: aayyyes ay \ : apr ee 
» . bi y tN 5. ei 
ih my a ie oa 
I os OF ee ‘eS aa 
if fy) VA 4 /\\ ere 
. wes Es BY! A = Reng pag eh 
ty - werre FoR a aates bee AND MARKET DATA wae ee Ns s/o ; is aie 
y : eon panes Foe! 4 
c , et ; > 4 L ¥ = e ae, 
. ; 
; 
ais atte i 
oS ee 
L 4 ‘- <7 $5 ye a 
eT Sees SORES ep ae =| Ge eee ee eae fae ee, oes gee aoe fox ees | CP Ee. ier ee ee 
* > ot was rh Pe <i 2 a : staat ; c £ eu pie teas : Pa ef coke a i BS é iF a ae = 
Tay a 8 + Fears teael f “ ae ee get ae i ol i eS cg 
- oe — Pig ae cues " Sh 2 ' a. ae =e gee <* ee ats) Stal ~ is mms ~ —_ gee Lae a - ~~ ies. 
ee SS eee oe peer os eae pie anes a ‘£4 Qe: | a . _> bist Fo 
Sule — Seng ies ee ae ee sia seas, ao ‘ b ; “ a > P P % eens 
wee ee eG tela #4... te, «tet —. . 
; 0S Oat ie oi ah i Dy 9 rene ar eee iS) te a ' 
ei ue Bary : Ee f Ea 
eee Re oa B . * s - ’ 
Sah ee ! a ‘nay ta ats J ; 4 Be thts 
_ Fong fn a. ae 
3 ye a i r “ae 4 f 7 
ae a iS gel gi ty EPR Meni? >. i ¢ ‘ bi : 
‘ ie Mit SS ae ss >: Fle guile 3 = Sag é F & 
ie “be aaa \ a ere ae ae reas a Bs ae ee |e gape oie dh = 7 tha = 
oo ae ee es PRS) Sn ee fae: ae ie ee oe. _ P oe Pe "dee. i be ae 
ee cl NG a en an a 
ue ee ee ee ee a. SB See 4 A) we etic, ak 
Bc. > ie es ee OR ‘ spurt a ee >, — ee. & Ae x bo ee pe 
hiss Se > Mis. gieeeerc: s "e Bae! ; , S| je ap eee. he ’ ‘ : is Ss “4 aot ee 
a, teal Sn), Be of ae \ eas “eee : e ie Sag 4 aN ii te. ae oe . : pee 
a po q “4 . Ue eee ee s 5 *. re ee a 3 eR 5d bse Ean > . tole? eee f % a. > ee 
oa Se eee eT moe Wigs, Pa a . Se a aie Spies a $ 
: ae Bas ee. Nah es ae ees ei See BE ry . oy Bis. rie ‘ ; 
a ieee hn << Se Steer a hes come ee ere Ser on ee: <r Se 
| i “Se ere oe Te ii pd oe A go ge .  —s 
| os er gE i an Cte aM aM 
= : ee We th ty Bt ae OO ee , 595 sy. ; = ie oh at — ae 
ete en Wa la gs a Me Noha 4 8 eee ee ee , . * 
et aes 4 ein ee eS eenenS 27, So hah. |e ae \ ‘ a 
Bo ee ee, al a a ie. Se oe re Bo pated: Chie: ene a , ’ . a “a 
F . «aaa a a oe elie ee eo a i ye aaa Fn - es a, 
Tee a — ie NN we puts Pon te ee 
r a eae —- | i. a ip. ea . ee. Se Lee oe ™ V's oe ee, : ‘ ae ma o 
¢ “aro SS Ee iia EL te he ee m fs a GR a ae 
- — a, ee: ee Re Oe pai i Oe! a ae — Se, * : 
ee es ag! nig 4 - rooms p neeconren os 
oo ot Meee of oe ate 3 <a’ tng ( , i ee are « ™ Bex : ake a ee 
a Secu gt): * eee See wail ee -. es. ee 
: \ -¢O»: <~—e — i as ee 
. “. ete ee re - : Be 5  £ ; aa iM ce : ™ me ¥ 2 i 
, te eee a —— - , mi —_ ae _ . « me nh Se 
= Oe Me ri po Fac. seed aCe x Ph ey. Pa . a - 22 4 7G. ee oo 
- a ie eoae GEE le a Py ase a A ng er eee 4 \ ‘ : ao ee rraek 
SEES! 52 ni ee ee a 4 P re epee Fe wt ee 3 a a ~- hh 3 4 ” ESM oe. 
caaaalas i ut aay oo ae od Re ; ee cee A $ He 7 : * ee edgy <2, 
ae. 2...” oo. ae a : , . ; = 2 ga ‘ai . . j Pte eas) 
‘ , ae a ooh ‘oe ah ms : i “ae : : Be - i - oa o ~ A ee ; et aay 
eg oe 7 4 ‘ we = ‘ im, ho ie Ss ils x a See nk 
oe - i) ae $ ; rep, . a. : “Sa 
. — | a ’ — ‘ See 
i > =a , ae a 4 4 P fe 
ne Boies a “4 a eS eee ease 2. en te. , : : ye Rae . 
ee A Ki Bice * ye a as ; ie a ‘pdt a raat 
4s a ‘ 4 —— Pe eee Le ae " a 4 a ce, bs , sites 
ae . “, Pe a Selena ae A " 
- 2 ae be ‘ : , eet pein, ei ™ 
ae ° q * : 
- iia ” See re mr: 
eos » ae i alata 
a “ie i : bt ‘ ees ie 
% an = Pp se ‘ 
ot : 3 i _ 
2 ae Fig | © uN 
4 ‘4 . dl Pe a b tnt ES A ’ . 
mf | 0 is 
J ¥ om nk ; 2s Tae ‘ eg 
f eet aN i come eet a 
= eee f ; ee 
— a ovate “4 
z Bd aay ime ea ND ck : 
os . re ~ i 7] 
“See ten Rha Steg EO 
i) i. ¥ 4 meron ER 
ne veal ne eee 
as 2 fi ; iy er Vaal bie 
ioe ; , pe gee TS 
pe ; , 7 Bee te re 
Secon are ~ i See eS, SS 
eter © Sg i 4s . rh hee es 
ala Cole x hens 
bt at ’ : 
j ae oh : a Genoa 
ee ee 
. oS ae 
Pe Ces Sa 
ae eee 
’ opens iahiaieer 
: 4 Sal con : 
Be. ee 
peo in aay? 
Be 
,. ¥ an 
Have a Sales Message for Young Men? 
USPER SHOUTS- a 
me 
, \ ee 
1 { . 
) ss Hy ; ; 
. iecgurl Ruralist | 
-* } 
\d 1$$0 cane? if 
XC ‘ : rt — owe j 
{ ~ , an’ | : 
= vs by 2 eh iy a oa My ; 
) \ kee Gadi & 
. ta be 
cole Ove * : fee 
a ae ; ‘a © ’ 3 * 5 i q ares 
; fi eee ig 4 ie ea ea 
In the Magazine with 100% St | aida ae a oe 
ia! [~ <a a s eh 2 AA 1 = ie = 3 ; oe ee 
; 7, ae i ccAlDi a 
Young Male Readership! Se ae ¥ Se i ae 
y iS, See, <i, Gees re i. ee 
7 ize . ae f ‘2 eee q a5 i a \ #4 eka = 2 babe aoe one Pega £ 
. as yt a ae. oe ee > oe ae J Ae . 
ae oe Fe _ 9, ¥, \ 7 : 
? m % n 4 4 \ zt ; ; 
e bea spies ae Sk eee 
i ita) ae 
oe ae 
¢ plage Tee 
; - ° Se are 
7 
. . ve A .. es ge : gy SRE ee ¥; 5 Cas : sds : 3 7 ee igo Riana ea Pook i = jae die i teas fee ; Shoe 
: , ’ rs ‘ ee Pe a 3 ath De calla an sat , oe gle a ya ae «i sine ee ed Stn See Pe A Me ee Acar Aa Nay gee aware ye ar RS ey RA a A ire tae LS | RE er ew 
“eee hey Fae cs i 3 he eee ee Eh oN ae eS. Oe - ES yy ar ie cee by ca es tee, Mie oe ae Reg si Ree een eee Re Pry eer hee imine ge hae es eS Pet Le EIS CS LT ee a RARE 1h Stn Ae oe pean ee Se re asa hs ; 
a ee SO aly is Shee oe ee eee ke te gma” ae a A RI 8 ig aiioarape Wee Se gga gs SPIN t ogee SC are ae ae ee omen (Ecan, P TSMR Stree aye [OG BAL ea eM take ee Ses Doe ee NR be are me! ee j 
Eee Ceca ae ak WE Oe, ar pea as TOG Vere Sere er meer rae ae SL OR Se ee Pee 


Courts Would Not Approve 
FTC-Steel Basing Point Plan 


WASHINGTON—Apparently there 
are valid legal reasons for the Fed- 
eral Trade Commission to think 
twice before snapping at that 
steel industry offer settling the 
basing point price fight on the 
commission’s terms (AA, Dec. 5). 

Though it is a tremendous vic- 
tory for the commission, some 
legal experts say the agreement 


By STANLEY E. COHEN, Washington Editor. 


would be unenforceable in the 
courts in the event the steel com- 
panies were to renege. FTC ap- 
parently must decide between a 
gentleman’s agreement or a fight 
to the finish. : 

There are good reasons why FTC 
will try to accept. The settlement 
offer is simply too attractive to 
be rejected arbitrarily, particu- 
larly in the light of good feeling 


about anti-trust proclaimed by the 


administration last week. More- 

over, rejection would certainly re- 

sult in distasteful basing point 

legislation by Congress. 
eee 

The death of Walter B. Wooden 
Monday makes it easier for FTC 
to skirt technicalities. Mr. Wooden 
—heart, brain and soul of the 
successful basing point cases 
against glucose, cement and steel 
conduit—led the “fight-to-the-fin- 
ish” faction. Deep down, he be- 
lieved that the only way to pre- 
vent price discrimination in heavy 
industry was to insist on exclusive 
f.o.b. mill quotations. 

The compromise with the steel 
industry was written and spon- 
sored by Lynn Paulson, a sensible 
young staff member who cut his 
legal teeth assisting Mr. Wooden 
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ou the cement case during prewar 
days. Mr. Paulson sees no danger 
in delivered price quotations so 
long as the customer has the al- 
ternative of an f.o.b. mill price. 

Even though the milder Paul- 
son view is to prevail, the steel 
settlement is a great personal 
triumph for Mr. Wooden, for it is 
the death knell of the basing point 
as it existed when he began to at- 
tack it nearly 30 years ago in the 
“Pittsburgh plus” case. 

A quiet, friendly man who de- 
lighted in his off-hour work as 
president of the trustees of a little 
Presbyterian church in nearby 
Riverdale, Md., Mr. Wooden was 
in government service 44 years, 
having entered immediately upon 
leaving law school during the Ted- 
dy Roosevelt crusade against trusts. 


Es 


The Star carried 26,763,926 lines of advertising 
for the first 9 months of 1949. That’s an increase 
of 13.9% over 1948’s record-breaking total for 
the same period. Third in the Nation,’ first by far 
in the Washington market, The Star continues to 
be selected by more advertisers in this high- 


quality consumer area. 


Month after month, year after year, The Star 
strengthens its leadership. 


When you have something to sell in the Nation’s 
Capital remember . . . for readership, for cover- 
age, for sales in Washington, choose the ad- 


dominant Star and get results. 
1. Source: Media Records. 


The Washington Star 


Evening and Sunday Morning Editions 
Represented nationally by Dan A. Carroll, 110 E. 42nd St., 


NYC 17; The John E. Lutz 


Co., Tribune Tower, Chicago 11. 


Member: Bureau of Advertising ANPA, Metropolitan Group. 
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THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, WMAL-FM, AND WMAL-TV 


By the time FTC was established 
in 1914, he had already served sev- 
en years as “special agent” for the 
old bureau of corporations in the 
Department of Commerce. He was 
with FTC from the beginning, de- 
voting half a lifetime fighting what 
he considered the economic waste 
and unfairness of basing point 
prices. At the time of his death, 
he was FTC’s associate general 
counsel. 
ee @ 


Federal rent control appears to 
be on the way out. Housing Ad- 
ministrator Tighe Woods put up a 
trial balloon last week proposing a 
further extension after June 30 
on the grounds that shortages still 
exist in many communities. Even 
such administration supporters as 
Sen. John Sparkman (D., Ala.) 
were cool. Sparkman said states 
have been on notice for a year now 
that they better take care of their 
own rent control problems. 

eee 

Agriculture Department’s hear- 
ing on sugar quotas reached a dra- 
matic point when sugar producers 
produced a 40-page brochure dis- 
tributed by the American Bottlers 
of Carbonated Beverages, telling 
bottlers how to lobby for the 8,- 
000,000-ton sugar’ quotas the in- 
dustry is seeking. The booklet tells 
how to set up a local dinner to ex- 
plain bottlers’ problem to influen- 
tial persons; how to approach such 
groups as the American Association 
of University Women, the Junior 
League, the Parent-Teacher As- 
sociation; whom to write to in 
Washington and how to address 
the letter. Department officials 
were “surprised” at the bottlers’ 
statement that “a sugar famine 
threatens the country.” 

eee 


Paul Emory Hadlick, counsel of 
the Senate agriculture committee 
investigating coffee prices, gained 
his spurs fighting anti-trust bat- 
tles for small bottlers and filling 
station people. In the coffee probe, 
he is paying special attention to 
Pan-American Coffee Bureau, or- 
ganized in 1937 as advertising 
agency for coffee producing coun- 
tries. 

During preliminary investiga- 
tion of the bureau, Hadlick needled 
State Department representatives 
by asking whether coffee bureau 
employes are registered as agents 
of foreign governments. Coffee 
people are beginning to under- 
stand why boyhood chums referred 
to him as “Grindstone” Hadlick. 
«* ee 


Do you think government ex- 
pense is non-essential? Better 
watch out. There are some govern- 
ment people who think they are 
just as essential as advertising. 
Anyway, that’s the way that 
Thomas C. Blaisdell Jr., Assistant 
Secretary of Commerce, looks at 
government expense. According to 
Mr. Blaisdell—in a speech to the 
Greensville, N. C., Chamber of 
Commerce: “Activities of govern- 
ment departments pay for them- 
selves in the same way in which 
advertising or research work car- 
ried on by a business corporation 
pays for itself. They are general- 
ized services which contribute to 
and draw from the budget. In 
Washington, these agencies con- 
tribute to and draw from our 
whole society.” 

e ee @ 

One-Man’s-Meat-Is-Another- 
Man’s-Poison Dept.: The auto in- 
dustry is finishing 1949 with a rec- 
ord production of 5,400,000 passen- 
ger cars and trucks. It looks for a 
continued boom in 1950, though 
prices may be down and allowances 
on old cars up as customer resist- 
ance stiffens. New car sales are 
pulling the average age of cars on 
the road back down toward prewar 
figures. Ask the replacement parts 
dealer: His sales were off 20% 
this year; they’ll probably be off 


another 10% in 1950. 
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You Ought To Kirow . . rover €. Kiatner 


Robert E. Kintner, who at 40 is 
the No. 2 executive of American 
Broadcasting Co., has been in the 
radio business for only five years. 

Before World War II Kintner 
was a newspaper columnist and a 
magazine writer 
—a career to 
which he planned 
to return until he 
received a phone 
call one day from 
Edward J. Noble 
Suggesting a 
luncheon date. 
The two had met 
previously when 
Kintner was a 
political reporter 
in Washington 
and Mr. Noble was Under Secre- 
tary of Commerce, 

At the end of the luncheon with 
the network’s top executives, Mr. 
Noble suggested that Col. Kintner, 
who was being released from the 
Army because of an ear injury 
incurred in a plane dive, might 
like to come to work for ABC. The 
answer was yes. Plans to return 
to the New York Herald Tribune 
were ditched in favor of an Amer- 
ican vice-presidency. 


Robert E. Kintner 


s The new official’s first assign- 
ment was to the publicity depart- 
ment. News operations, which 
were unusually hectic and excit- 
ing during those early 1945 war- 
tine days, were added to his juris- 
diction a few months later. 

Bob Kintner’s newspaper ex- 
perience was ideal preparation for 
his wartime role at ABC. After 
being graduated from Swarthmore 
College in 1931, he worked for 
the Philadelphia Record. As a side 
activity he was a legman for Sat- 
urday Evening Post writers. In 
1932 he switched to the Herald 
Tribune, first as a financial re- 
porter and then as Washington cor- 
respondent. | 

The young writer was a great 
admirer of Franklin D. Roosevelt, 
whose second campaign he covered. 
However, he had a close friend- 
ship with Wendell Willkie, who of- 
fered him a job as campaign man- 
ager in 1940. 

“T had never been involved in 
partisan politics and I didn’t think 
newspaper men should be, so I 
didn’t take it,” Kintner recalls. 


a In the late 1930s he and Jo- 
seph Alsop began writing a Wash- 
ington column for the North Amer- 
ican Newspaper Alliance. They also 
collaborated on two books, “Men 
Around the President,” and 
“American White Paper,” the latter 
a best seller. 

“White Paper” was responsible 
for one of Bob Kintner’s rare ra- 
dio appearances. He and Alsop dis- 
cussed their book on “We, the Peo- 
ple.” 

“Besides having to stave off 
mike fright, I followed a blind dog 
who played the piano,” Bob recalls. 
“The real fillip to the story came 
later when we visited the White 
House and President Roosevelt 
complimented us on our piano 
playing.” 

One of those rare executives who 
doesn’t pretend to be bored with 
administrative routine, Kintner 
seemed surprised when asked if he 
missed his writing. Besides his 
books and columns, he authored 
articles for The Saturday Evening 
Post, but has written nothing since 


“Of course I don’t miss the type- 
writer,” he answered. “I love to 
dictate. And I’m not a frustrated 
writer, nor an unhappy execu- 
tive. I like being an executive” 


« Kintner, executive v. p. of ABC 
Since November, 1946, finds ample 
Stimulation in radio and feels great 


pride in the fact that the net- 


work’s billings went up to an all- 
time high of $44,303,377 last year. 

Third largest single stockholder 
in the network, he is paid a salary 
of $50,000 a year, plus a bonus 
based on a percentage of the prof- 
its: He recently returned from a 
17,000-mile good will tour to visit 
network affiliates. In every in- 
stance, Mr. Kintner visited with 
the station personnel in informal 
gatherings of 10 or 15 persons. 

He feels ABC’s future position in 
TV will be strengthened by the 
fact that “we can produce shows 
for about half of what it costs at 
NBC, for example.” He sees the 
network getting in the black on 
video by 1951. 


ws One of his favorite themes is 
the reiterated contention that net- 
works—ABC in particular, of 
course—must make it possible for 
advertisers with limited budgets 


to use the medium. — 

To accomodate such advertisers 
ABC proposes to sell fewer sta- 
tions, if desired, and to sell time 
on a once-a-year, twice-a-year or 
once-a-month basis, dependent 
‘upon the sponsor’s needs. 

Married to the former theatrical 
producer Jean Rodney, Bob Kint- 
ner has a daughter, Susan, 7 years 
old, and a son, Mike, 3 months. 
Whenever it can be fitted into their 
schedule, the Kintners go to the 
theater. 

In former years Bob was a tennis 
player. Now he sticks mainly to 
golf, at which he says he is “ter- 
rible.” 


FC&B Names Kendrick 


Samuel C. Kendrick Jr. has 
been named premium consultant in 
the Chicago merchandising depart- 
ment of Foote, Cone & Belding. 


Burr Joins Wheelock 


John Reed Burr has joined Ward 
Wheelock Co., Philadelphia, in an 
executive capacity. 


Names Mercready, Handy 


Mercready, Handy & Van Den- 
burgh, Newark, has been retained 
to handle the advertising of Auto- 
craft Mfg. Corp., New York, man- 
ufacturer of steam cleaning equip- 
rene: and other automotive equip- 
ment, 


Joins ‘Hardware World’ 


Charles J. Seibert, who for the 
past year has been operating a 
magazine representative business 
in Chicago, has been named sales 
representative of Hardware World, 
working out of the Chicago office. 


Automatic Burner to Olian 


Olian Advertising Co., Chicago, 
has been appointed to direct the 
advertising of Automatic Burner 
Corp., manufacturer of oil burners. 
Business papers will be used. — 


Pfister to Edwards Agency 

Pfister Chemical Works, Ridge- 
field, N. J., has appointed Ed- 
wards Advertising, Hackensack, N. 
J., to handle advertising in bus- 
iness papers. 


Joins Brown & Bigelow 
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Theodore Cleveland, formerly in 
the public relations department of 


has joined the Denver sales staff 
of Brown & Bigelow. 


Cape Cod Line Names Mellen 


A. J. Mellen Jr. has been ap- 
pointed in charge of sales and ad- 
vertising of Cape Cod Line Co., 
Mattapoisett, Mass., fishing lines. 


MOSS PHOTO SERVICE inc. 


155 West 46 Street, New York 19, N. Y. 
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National Representatives . . . O'Mara & Ormsbee, Inc. 
New York * Los Angeles * Detroit ° Chicage ° San Francisco 


ve MISS PLENTY in California if you miss the 


Billion Dollar Valley. For 


one thing, you'll pass 


up plenty of people—almost as many people as there 
are in Los Angeles. And you'll skip mile after mile of 
farms. Rich farms which yield half the net farm income 


Diego's combined.* 


of all California. And you'll miss billions in buying 
power. More, in fact, than San Francisco’s and San 


Don't let your competitors get this draw on you— 
make sure you've got the Valley covered. And the way 
to do it is through the strong /ocal newspapers. Because 


the Valley — lying well inland — is an independent 
market, uncoverable from the outside. So schedule The 
Sacramento Bee, The Modesto Bee and The Fresno Bee. 
Those three McClatchy papers reach far more Valley 
people than any other combination—local or West Coast. 

* Sales Management's 1948 Copyrighted Survey 
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Advertising Age, December 12, 1949 
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* . , oa publications were off/ duced without written permission. Unless otherwise noted, aa publications are monthlies and have stand- 
in November Issues 8%, ‘trade publications 9.3%, | ard 7x10” type page. 
. pei class papers 6.7% and industrial Pages Pages Pages 
“ Salat cae ore volume in| publications 6.6%. INDUSTRIAL GROUP 1949s«1948 1949 «1948 1949 («194g 
ovember issues of business pa- are mpara ~| Aero Digest .............. 59 67 | Modern veeerenees *124 *142 | Electrical Merchandising 
rs dro 10.5% bel Here the co tive fig Aarlent patios cei stastld « « 123 145 | Modern Plastics .......... *128 *142 | BP era *145 * 
pe pped 10. ow 8 year! ures: / American City ..... Since 126 125| Modern Railroads ......... §90 42 | Electrical Wholesaling ...... *72 oH 
ago, according to the monthly tab- MONTH OF NOVEMBER ee Oe Te age | ogee | Matienll Sutter & Cheam a unl fee Implement oe - ” 
i j ; 7" merican i PW.) « BETO ——-_—- GT | SOUTAR occ te rceeccsns ‘ arm impleme ews 
: wroeg ha a Migures by Inéug-) rece aoe’ | American Printer .......... 30 39 | National Petroleum News (w.) 112 102] (biew.) 22... 2. eee #138 #172 
=a oe = ; Industrial 16,206 17,982 Arehtetural Foren ete 163| National Safety News >... BL 2 $s or 
o* . tonal Safety Wews ...... 
e 240 papers reporting carried | prade 5,422 6,228 | Architectural Recor \\1174 153 | Oi! & Gas Journal (w.) .... ‘§*592  §*626 28 23 
a total of 25,116 pages of adver-| Class 2,367 2,605 | Automotive Industries (semi- Operating Engineer ......... 57 63 1278 382 
tising in November, compared with Export 1,121 1,255 Tt Rie eee 159 186 Organic Finishing .......... 8 9 38 29 
Aviation Operations ........ *42 *49 | Packaging Parade (93¢x12) 58 55 nderwear 94 116 
28,070 pages for the same month 11-MONTH PERIOD Aviation Week ............ #127 *123 | Paper Industry & Implement & Tractor (bi-w.) 146 175 
last cone Helper (bi-w.) ..... 1153 174 Implement Record ......... 54 
ast year. Industrial 184,355 197,287 WONG -vecsiecepcciveccees 69 92 ; 69 
Sab eesetdicsees es ¢ 114 111} paper Mill News (w.) .- 1§*134 §*145 | Industrial Distribution ...... 205 240 
Sharpest decline was recorded | Trade 64,079 70,619 Bette Ds oni vcctecee 27 50 | Rieer Tee See te) 1 BONO « iicstealaclicins ao sua 103 
. . para 24.712 ' Paper Trade Journal (w.) . §*184 §*214 lll 
by the 52 trade publications, which ’ 26,480 | Brewers’ Digest. ........... 41 35 | Petroleum Engineer ........ *174 161 | Jewelers’ Circular-Keystone .. 186 252 
Export 12,525 14,198 | Brick S Clay mpeerd seveee *44 *38 | Petroleum Processing 72 59 | Leather & Shoes (w.) .....: . 8 1§#139 4§*133 
were off 12.9% for the month. The Bus Transportation ........ 135 164 | Petroleum Refinery ......... §*160  §*167| Lingerie Merchandising ..... 45 74 
144 industrial publications were A ints Helen High Butane Propane News (4/2 x ons #13 | Pit & Quarry 2... -. 2-200 #147 #143 — Store & Dispenser . 82 84 
down 9.9% in ad volume, compared | 4*PP° ts elen Hightower Canner (w.) ....ccccceceee 1%60 +68 | plant Enginering 2222002 4 27 | Motor A paves decsesessi+ vt 106 = 
with a year ago; the 27 class papers| Helen Hightower has been named | Ceramic Industry .......... *64 es. 207 202 | Motor Service (44x6/e) 156 181 
an account executive of DeMunn | “hemical & Engineering Power Generation .......... 72 gS | Seatoras deneter) 
were off 9.1%, and the 17 export J 67 , TO ere 1153 144 | Practical Builder 103 109}. (We x 7%) ........... 176 246 
& McGuiness, Chicago. She for-| Chemical Engineering ....... 317 Seth iin. National Bottlers’ Gazeite.. 14s 
papers were down 10.7%. Mt. Printing Magazine ......... 59 61 140 
merly handled home furnishing, | Chemical Industries ........ *2101 *107 | Product Engineering ........ #252 #288 | National Furniture Review .. 71 90 
* fashion and sporting goods pro- Chemical Processing ........ #136 4 Production Engineering & Office Appliances .......... 170 178 
s Advertising volume for the f Cc bell-Sanford Ad- Civil wn adeeb esse 34 Management ............ 72 _ $1] Photographic Trade News ... 63 68 
. grams for Camp anto Gand AGG. Ss cscccccdcccsece 130 146 Beeaeaae| Finishing (4'/2x6!/2) 67 100 | Plumbing & Heating Business. 86 78 
January-November period totaled vertising Co., Alden’s and Mandel Commercial Car Journal ..... §247 $250 | progressive Architect NM proc 89 96 | Plumbing & Heating Journal . 65 57 
285,671 pages for the entire group | Brothers. Construction Digest (bi-w.) . /*122 146 | purchasing ...........---- #221 *256 | Plumbing & Heating Whole- 
Construction Methods ...... #94 *131 | quick Ae Foods & the GUT sevske tes tacccees 26 24 
Construction News Monthly .. *58 *63 52 49 | Poultry Supply Dealer ...... *28 #2 
Boastvester 42 51 Locker Plant ............ P ssive G (Vax 5 
Contractors & Engineers = Railway Age (W.) ..-.....+- 1$288 293 Sheet Metal Worker peckies ror} a 
Monthly (934 x 14) +50 og} | Railway Enginsering & Southern Automotive Journal. 109 154 
aati. 180 81|. Maintenance ............ 61 73 | Southern H ve ae 154 
Het ore pevccsesecves ae ’ 50 | Railway Mechanical Engineer . 104 114 : os ardware ......... 89 85 
Diesel Pn RA a a 46 55 | Railway Purchases & Stores. 106 118 at oy Tg Dealer ...... = 9 
Distribution Wl cas sd Pees’ st $2 ee Se eeeease 31 29 Super. Market maa 113 113 
Drug a | Cosmetic Industry .. #95 *117 Roads & Streets .......... *61 *7g | Variety merchandiser (4% x 
Electric Light & Power 92 94 | Rock Products ............ *76 *100 Wood Construction & Buiid- 79 77 
Electrical Engineering ......  *59 Cie we tans... 2 7 | ing steraist........-. a 48 
— — #123 #175 | Southern Lumber Journal ... . *76 *90 Total 2... cceceeeeee ‘SA22 6228 
ie tream MA OR ah 54 54 | Southern Lumberman ....... *140 *176 
Electrical West ............ 73 86 | Southern Power & Industry .. 73 7a} _ CLASS GROUP 
Electrical World (w.) ...... , i. || * - Be — Adrarticieg Age (w.) die 
ee oe | ae. - ne £00800 ¢eepepe@o - - 2 - - Gi) SI Ee Se a 5 
First 11 months figures show Field & Gedeaeiee « Mining Journal 130 125 Telephone Engineer «........ ae LS American F Funeral Director 93 an 
K t ele ce tadeas dda cee mn Hairdresser ....... 
Stream still surpasses all other sportsman’s ag eens <oe 19290 —=«-*310)| Textile Industries .......... 145 184 | American Restaurant... 83 101 
ines in adverti e! Excavating Engineer ........ 34 47 be WOU iociccsowcesssis = as he or AE 10-3/16) n 64 
magazin ertising linag FOR a mnyside ........ 
¢ A ~~ gee oseKee *292 *240 | Tool & Die Journal (5x7'/7g) . 80 97 | Chain Store i vas 
Fire Engineering ........... 42 39 | Tool Engineer ...........-- 69 104 Fountain Restaurant 
Fleet Owner ....... tener 114 ' 137 | Traffic World (w.) ........ 1103 117 Combinations _—......., 27 36 
Food Industries ........... 123 154 | Water & Sonne Works ..... 47 55 | Cleaning & Laundry World .. 44 43 
Peed PAN 2... 5-2 ccecves #43 *47 | Water Works Engineering .... 49 50 | Dental Survey ............. 127 130 
Food Processing Preview .... aa 50 | Welding Engineer .......... 43 58 | Fountain Service ........... 33 44 
POT re *172 *192| Western Canner and Packer .. *42 *51 | Hospital Management ...... 86 
OOP skeasdatesdstasnivdes 54 44 | Western Construction News .. *73 *84| Hotel Management ........ 127 141 
Gas Age (bi-w.) ........555 77 72 | Western Industry .......... *40 *49| Hotel Monthly ............ 44 49 
Heating & Vesttistios setice’ 69 66 | Wood Water orker meee nas 70 *82 or ) (w.) pen - 
a > ble uz 14g | Weyayrtine Disest (072 * 144 #169 Industrial Marketing’... 103 §127 
Ice Cream Review .......... 74 1 OR « eepeennonees §*214 —_§#218| Journal of the American 
Industrial & Engineering 124 130 World Petroleum .........- ae anh oan (w.) as 4 “327 
InsaniS Pinishing (W/gx62) 73 OL | TOL wwe e ners eeeees 16,206 17,982 | Wedieal Economics (AiAaxé¥4) Sk 
Industry & Power .......... 130 137 Modern Beauty Shop ....... 62 83 
Inland AB ad 59 63| TRADE GROUP Modern Medicine (semi-mo.) 
Iron Age (w.) ee *578 | Air Conditioning & Refri (4% X 634) ........4.. 162 147 
Lumberman ......... ey *120| ation News (w.) divas) 1§82 *76 | Nation’s Schools ........... 80 86 
Machine Design *196 | American Artisan .......... 105 124 | Oral Hyniene 
Machine & Too! Biue Book American Druggist ......... 110 121] (4-5/16x7-3/16) ........ 115 132 
° (Ao X GY2) weeeeeeeees 239 279 | American Lumberman & Restaurant Management ..... 66 88 
‘Advertising linage of the three leading sportsman’s ‘magazines for the EE scadke desteuess 28 = Building Creduats Mer- ine a Seoelastic Conch 5cre gree 36 40 
We) ne eeecce 00 ecutr 
first 11 months of 1949, as compiled by Printers’ Ink. ers. — sapies § Me . Ay A ( oa. ease a ean! = “Euler News niet 20a a a 
ippi HOW wc cee eee = «—§._:-« HB FG MOL) nn ees ecvccceercees ool Manageme 
AMERICA’S NUMBER ONE SPORTSMAN’S MAGAZINE ML. Es 36 S| golttien Sensis Wane 22200: 14 ©3616] 11%)... Se ae 26 
Materials & Methods ....... 98 133 | Chain Store Age— What's New in Home 
Mechanical Engineering ..... oa ohne Administration Edition 5043 54s i eS _ 80 80 
HEMRIOR coc cccccccoes ombinations .......... 8°45 #§= S45] otal ................ “2 605 
ong EE ate 3 168 |. Druauist Ealitions °°. 68 a ™ at | 8 
Pie ehivaass eneral Merchandise— 
Or Gam sc.i00sscce: 93 «-108| Variety Store Editions... §123 $121], EXPORY GROUP 
Mill & Factory ........... 206 252| Grocery Editions ... — 101 122 x’ — s edition) 89 
Pp ca 700 000 ; Mining Engineering stares 24 21 Department Store Economist ; a B.. PR — ane **" 96 
‘oint more than Shop omestic Engineering ...... 
araatp for y top-flight sportsmen! yh) Machine Shop (a2 234 287! Electrical Dealer .......... 44 60 a. see 215 247 
trial (two editions) ...... 184 191 
Automovil Americano ....... 103 109 
THIS FELLOW SPEAKS ILONGO ee 
WD Sac icesicses 
eee Hactenda. (two editions) . 95 113 
> n+ ~o vy RE ETO Se 17 14 
ngenieria rnaciona' 
‘ Construccion ............ 58 73 
~~ Internacional 7s os 
MT - au made’se 6% 0% 
- McGraw-Hill Digest»... ...: 28 19 
e Petroleo Interamericano ..... 52. 59 
Pharmacy International 22 21 
— Aerea - u 
inoamericana ......... 
Revista Rotaria ........... 7 9 
. a 
- K F+Df/16) .nceee 
Fausto is a young man who speaks ROCES publications. Together they Textiles Panamericanos ...... 49 59 
longo, a Philippine dialect. He lives. make up the only group to reach Total ....-. see eeeeeee 1,121 “1258 
in lloilo City, province of Iloilo. He effectively Filipino buyers from the §Includes a special issue. 
also speaks English but prefers to northernmost part of Luzon down to *Includes classified advertising. 
read HILIGAYNON which is printed Mindanao. The RAMON ROCES Group |||Does ‘wot include, advertising in special 
in his own dialect. covers them all by dialect sectors and 0, x x 10 units, sold as pages. 
HILIGAYNON covers western Visayas buying groups with a readership of pn ma 
and parts of Mindanao, second big- over 2,000,000. Two ss 
gest island of the Philippine group. ‘Four issues. 
This rich area is composed of twelve coup One speee Sonia mungty Begin "Five issues. 
r mats or cuts and your advertising will ‘Formerly Chemical Processing Preview. 
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Roger S. Harrison, formerly in 
the advertising and promotion de- 
partment of Armstrong Cork Co., 
Lancaster, Pa., has been appointed 
executive secretary of the Sterling 
Silversmiths Guild of America, 
New York. He will supervise ac- 
tivities of the trade association’s 
office and direct a stepped up sales 


promotion program for the sterling 
Silver industry. 


Joins Bozell & Jacobs 


Bozell & Jacobs Inc. (Nebraska) 


has appointed John M. Goodsell 
at executive in the Omaha | 
office. 4 
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PARTYGOERS—Among the merrymakers at the Henry Aldrich (AM & TV) party in 
New York were (left to right): Charles R. Denny, executive v. p., NBC; Joseph Mc- 
Connell, NBC president; John Allen, sales and ad manager, Jell-O; Howard Chapin, 
ad director, General Foods; Niles Trammell, NBC board chairman; George Plass, as- 
sistant advertising manager, Jell-O; and Robert Mountain, Young & Rubicam. 


Lorillard Seeks 
to Double Its 


Cigar Volume 


Hopewell Heads New 
Cigar Division; See 
$40,000,000 Potential 


New YorK—P. Lorillard Co. 
will spend more than $250,000 in 
an effort to tap some $40,000,000 
in cigar sales. 

Last week the tobacco company 
announced the formation of a cigar 
division, headed by Frank Hope- 
well, veteran Lorillard vice-presi- 
dent, previously in charge of sales. 
The division (the company’s cigars 
had previously been handled by 
a department) will concentrate on 
seven brands—Muriel Perfectos 
(2 for 25¢), Longfellows and Sen- 
ators (10¢), Muriel Babies, Head- 
line Majors and Rocky Ford (5¢), 
and Van Bibber (five cigars for 
20¢). 

Other Lorillard cigars, notably 

Between the Acts and Royal Ben- 
gal, will be distributed by the full- 
line sales force. 
a The new cigar division thus gets 
Headline Majors, Van Bibber, 
Rocky Ford and Muriel Babies in 
the Class C category, i. e., cigars 
selling at more than 4¢ but less 
than 6¢. The Class C category, ac- 
cording to the Tobacco Merchants 
Association, represents 3344% of 
the industry’s total half-billion dol- 
lar volume, and showed a 23% 
gain in 1949—while the industry 
as a whole was losing 2% com- 
pared to 1948. 

Lorillard’s cigar division will tee 
off in advertising some time after 
the first of the year, probably in 
February, Alden James, advertis- 
ing director, told AA. The “$250,- 
000-plus” budget is about two and 
one-half times the company’s pre- 
vious expenditures in promoting 
its cigars. 

With this drive, which—like Old 
Gold advertising—will go through 
Lennen & Mitchell, Lorillard is 
aiming at getting 7% to 8% of 
the cigar market, or about the per- 
centage it now has of the cigaret 
business. This would mean $35- 
40,000,000 in sales, at least double 
its present share of the cigar mar- 
ket. 


# Some copy testing has already 
been accomplished, and Lennen & 
Mitchell is now at work on a con- 
sumer survey, Mr. James said. He 
believes that newspapers will prob- 
ably be the major medium, partic- 
ularly since Lorillard’s position 
varies widely by markets. 

The division’s aim is to get a 


KLX Covers 


OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally. 
by Burn-Smith Co. Inc 


closer relationship with distribu- 
tors, retailers and consumers, and 


the sales staff will be enlarged. 
Working under Mr. Hopewell will 
be: J. J. O’Connor, assistant gen- 
eral manager; William Goldstein, 
cigar sales manager; R. L. Bor- 
chardt, assistant cigar sales man- 


ager; W. C. Gibson, administrative |- 


assistant to Goldstein; H. E. Erick- 
son, secretary, cigar committee; J. 
F. McKervey, cigar leaf manager; 
and G. A. Hoffman, manager of the 
Richmond plant, which has been 
retooled to handle the new. drive. 

Mr. Hopewell’s successor as over- 
all sales head for Lorillard has not 
yet been named, but probably will 
be during the coming week. 


Starts Gardening Magazine 
Popular Gardening, a new mag- 


/azine, will appear Feb. 20. Pub- 


lished by Charles M. Winchester 
Jr., formerly with Flower Grower, 
it will be bi-monthly during 1950. 
Editorial and advertising offices 
will be at 141 E. 44th St., New 
York, and executive offices at 90 
State St., Albany. 


Pan Am Adds Station 


Pan American Broadcasting Co., 
New York, international radio 
station representative, has added 
Radio Sarrebruck to its list. This 
20,000-watt station, which broad- 
casts all German fare, is located in 
Sarrebrucken, Saar. 


Names Riordan Ad Manager 
Commonwealth, State College, 
Pa., has appointed Forest H. Rior- 
dan as advertising manager with 
offices at 704 Inquirer Bldg., Phil- 
adelphia. Mr. Riordan is also ad- 
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vertising manager of the Phil- 
adelphia Forum and will continue 
that assignment in addition to di- 


WHAT’S GOING ON? 
advertising 


New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 
ere Se He, ENERAL 


APERS BR MAGAZINES 
343 So. Dearborn S#, Chicago 4 
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Directory Listings. 


Let us send you today, without obligation a new folder on this 1950 Perfect 
Shipping Annual, together with market data and, if you like, a copy of last year’s 


annual. Regular rates prevail. 


New Feature — BUYERS’ DIRECTORY LISTINGS 


The new Buyers’ Directory Listings will 
consist of names and addresses of manufac- 
turers who manufacture types of products 
discussed in various features. These listings 
will be carried at the end of the features 
and all companies which have advertise- 
ments in the issues will have asterisks be- 
fore their listings referring the readers to 
the manufacturers’ advertisement in the 


Reserve Space NOW—Forms dose March 10, 1950 
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Advertisers of freight services, freight hauling equip- 
ment, shipping supplies and equipment, freight handling 
equipment, as a matter of fact any product or service that 
has to do with the preparation of freight for shipment or 
the hauling of freight to destination will find a top notch 
market in the audience reached by the 14th Perfect Ship- 


akc aa >) These Perfect Shipping’ Annuals have won the acclaim 
of leaders in the industry (see adjacent column). As usual, 
there will be extra editorial features, extra distribution, plus a new feature of Buyers’ 


os Pee? fe 


, issue. Feature articles with Buyers’ Direc- 
tory Listings will be published on: (1) mark- 
ing and stenciling, (2) fibre containers, (3) 
nailed wood boxes, (4) wirebound boxes, 
(5) bags, (6) special packages, (7) inner 
packaging, (8) lift trucks, (9) package con- 
veyors, (10) hand trucks, (11) special mech- 
anized handling equipment. 


from an industry 


man’s library. 


of its Perfect 


mation Service, and a transportation 


CHICAGO: 418 5. Market St. © NEW YORK: 122 E. 42nd St. ® WASHINGTON, D. C.: 815. Washington Bldg. 


The affiliates of the 43-year-old Traffic World are: Daily Trafhe 
World, Traffic Bulletin weekly, World Ports, Transportation Supply 
_ News, The College of Advanced Traffic. Technical Traffic Infor. 


Overall Acclaim from Industry 


Traffic World’s Perfect Shipping Annuals have, through 
the years, won high acclaim from the transportation in- 
_ dustry. Here in part is what just one of the recent letters 


leader had to say: 


“Surpassing all other journalistic achievement was 
the 1949 Traffic World Perfect Shipping Annual 
which I believe contains the best collection of 
articles and features on perfect shipping ever 
brought together under one cover. It is a refer- 
ence work that should be in every transportation 


In 1949, Traffic World did more, 


much more, to advance Perfect Shipping. Besides 
circulating again many extra thousands of copies 


Shipping Annual, they distributed 


25,000 Johnny Careful cut-outs and 25,000 copies 
of an attractive Perfect Shipping Poster of their own 
design. To the officers and editorial staff of the 
most influential transportation journal, the Traffic 
World, we extend our grateful appreciation.” 


I. M. Peters, General Chairman, 
National Management Committee 
Perfect Shipping Campaign 


(Mr. Peters—a long-time subscriber to Traffic World— 
has been Perfect Shipping campaign chairman for several 
years and assumes that position for 1950. He is Traffic 
Manager, Corn Products Refining Co., Chicago.) 


book sales division. 


recting Commonwealth space sales. - 
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... that’s why 2,600,000 of them are cover-to- 
cover readers of American Home. It’s edited 
expressly for ardent homemakers—and nobody else! 
So it plays a vital, useful role in their lives, | 
providing a wealth of exciting, practical home- 
making ideas in every issue. If you have a home 
product to sell, you’ll reach your most responsive 
audience—bar none! —with American Home. 
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Advertising Age, December 12, 1949 


PHOTOGRAPH 


AFTER FOUR DECADES—Bill Johns (center), who will retire as president of Ridder- 

Johns Inc., Jan. 1, after 40 years in the newspaper field, is shown with some of his 

fellow newspaper representatives who held a luncheon in his honor Dec. 2 at the 

Chicago Athletic Club. Left to right are: Gene Corcoran, Branham Co.; W. T. Cres- 

mer, Cresmer & Woodward; Mr. Johns; E. M. Roscher, St. Lovis Post-Dispatch, and 
Jack Rohde, Reynolds-Fitzgerald Inc. 


NEW MEMBERS WELCOMED—Getting an official welcome from 
M. R. Klitten, Martin R. Klitten Co., advertising agency (center), 
are four new members of the Industrial Advertisers Association 
of Southern California. Left to right: Howard R. Carlson, ad- 


vertising manager, Marmon Products Co.; Albert W. Randle, 
Albert W. Randle Co., publishers’ representative; Francis B. Cole, 
account executive, Walter Marton Advertising Agency, and Roscoe 
D. St. John, assistant district manager for Sweet's Catalog Service. 


MIAMI—McKesson & Robbins has launched a sales promotion campaign for 

Tartan suntan lotion in Florida with Tartan girls in a Hillman-Minx convertible, 

souvenir pictures, and watches for lifeguards who save a life. J. D. Tarcher, New 
York, is handling the program. 


FOR MARKETING MERIT—William A. Blees (center), vice-president of Avco Mfg. 
Corp. and general sales manager of the Crosley division, receives an award for 
marketing merit from Earle V. Grover (left), president of Los Angeles Chamber of 
Commerce, and Ernest J. Armer, chairman of the chamber’s domestic trade committee. 


POCKETS a0 wo! 


NEW FUTURAMICS SOON! -AT YOUR OLDSMOBILE DEALERS 


SETS STAGE—Oldsmobile Division’s new outdoor poster, promising “new Fyturamics 
soon,’ went up on boards across the country on Dec. 1. 


ABC SPEAKERS—At the 35th anniversary 
meeting of the Audit Bureau of Circula- 
tions (AA, Dec. 5) are (left to right) 
Thomas D’Arcy Brophy, chairman of Ken- 
yon & Eckhardt; P. L. Thomson, president 
of the Audit Bureau; and Lee H. Bristol, 
president of Bristol-Myers Co. 


AT ABC’S 35TH—Pausing for a moment 
at the 35th anniversary meeting of the 
Audit Bureau of Circulations are (left to 
right) Frederic R. Gamble, president of 
the American Association of Advertising 
Agencies, and Edwin S. Friendly, New 
York Sun, president of the American 
Newspaper Publishers Association. 


COPYWRITING STEWARDESS—United Air Lines’ advertising director, R. E. Johnson, 

and Stewardess Jeanne Brown look over her latest “Mary Mainline” copy, which ran 

in the Dec. 5 issue of Time. Miss Brown, who won a company contest on “How | can 

help sell United,” was appointed to write the stewardess copy in addition to her 

monthly flight duty. Plans are being completed to run the column on a regular 
basis next year, through N. W. Ayer & Son. 


90 YEARS—Bernard C. Duffy (left), president of Batten, Barton, Durstine & Osborn, 

presents awards to Bruce Barton, chairman, and Alex F. Osborn, vice-chairman of 

the agency, for 30 years of service. Since Mr. Duffy also is celebrating his 30th 
anniversary, the three executives represent 90 years of service to the agency. 


CBS HOLLYWOOD BRASS—Guests of honor at a meeting of the 
Hollywood Advertising Club honoring Columbia Broadcasting 
System are (left to right) Merle S$. Jones, KNX-Columbia Po- 
_ cific Network general manager; Howard $. Meighan, CBS vice- 
president; Ed Wynn, star of the “Ed Wynn Show” on the CBS 


television net, who was guest speaker; Harry S$. Ackerman, 
vice-president and director of network programs, Hollywood; A. 
E. Joscelyn, Hollywood director of operations; and Kenneth L. 
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No. 3453. Standard Market & Media 
Data for Schenectady. 

The Schenectady Gazette has 
available a new standard market 
and media data file completed in 
conformity with the Bureau of Ad- 
vertising form. 


No. 3454. New Plants Shown in 
Metalworking Census, 

Iron Age is offering a second 
(1949) edition of “Basic Marketing 
Data of the Metalworking Indus- 
try,” which includes several hun- 
dred plants not previously coded. 
This study cemes in three volumes, 
the first covering the industry on 
a national basis, the second giving 
state breakdowns, the third show- 
ing industrial areas within the 
states. The third volume now con- 
tains detailed marketing data on 
more than 150 branches of the 
metalworking industry. 


No. 3455. Wine and Spirits Pur- 
chases in $14,000 Bracket. 

In “Wines, Spirits, Liqueurs— 
A Study of Their Use,” The Atlan- 
tic Monthly presents results of a 
survey among its readers ($14,000 
average income) showing that 
72% are users—against a 63% na- 
tional average—and that they have 
a decided preference for the better 
products. Details of brand prefer- 
ences by name round out the study, 
and bring the picture into sharp 
focus. 


No. 3456. Shifting Brand Prefer- 
ences in Male Market. 

In “1949 Brand Preferences and 
Market Survey,” currently offered 
by Dell Men’s Group, shifting 
preferences on more than 70 prod- 
ucts (automobiles to watches) are 
revealed through comparison of 
1946 and 1949 survey figures. An- 


alysis of shifts in brand preferences 
and product usage reveals many 
interesting new sales patterns, es- 
pecially as is indicated in the 


‘tables showing’percentage use of 


brands by age groups. 


No. 3457, 

Tulsa, 

The men to see in Tulsa—names 
and addresses of key men and 
buyers—form an interesting fea- 
ture of “Facts About Tulsa and 
Its Magic Empire,” a new market 
and media data folder offered by 
the Tulsa World and Tulsa Trib- 
une. 


No. 3458. How 57 Key Cosmetic 
Items Are Selling. 

This “16th Survey of Beauty,” 
prepared by Dell Modern Group, 
shows long-term purchasing trends 
and present standings among wo- 
men for 57 key cosmetic items— 
astringents to waveset capsules. 
The 78-page study shows price rises 
and declines, and the influence of 
the age factor on cosmetic pur- 
chases, with summary pages show- 
ing who buys what, where, and 
for how much. 


No, 3459. Test’ Market Analyzed 
and Compared with U. S. Aver- 
age. 

Entitled “A Depression-Proof 
Market for Your Product Test,” 
this survey by the Green Bay 
Press-Gazette shows in detail how 
such factors as typical population, 
typical income compared with the 
U. S. average, good distribution fa- 
cilities, good advertising media, 
and wide diversification of bus- 
iness and industry make the rela- 
tively isolated city of Green Bay, 
Wis., a suitable test market on 
which national probabilities can 
be based. 


Distribution Data for 


Note: Inquiries for items listed above will not be serviced beyond Jan. 23. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Il. 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 


NAME 


COMPANY 


ADDRESS 


CITY & ZONE 


STATE 


sai iceeiats dietetic diekeie eink agpantin binsibath etna tvssegp cael isl 


“A. A. REACHES MEN AT 
DECISION-MAKING LEVEL’’ 


Commenting on the fact that the same 
—_o copy. developed about twice 
many inquiries from ADVERTIS- 
ING AGE as from another publication 
this advertiser said: “Evidently the dif- 
ference in the circulation o . two 
publications is that ADVERTISING 
AGE reaches a pospeneeenee ry men 
at the decision-making levels.” Cor- 
rect! That’s why your classified copy 
placed in these columns will not o 
get more response, but get the kind of 
response you want—inquiries from ex- 


ecutives who can close the deal at 


HELP WANTED 


opnly on display 


POSITIONS WANTED 


Advertising orig wanted—Industrial 
and Agricultural achinery Experience. 
Age 25-35. Send resume for interview. 


Baughman Mfg. Co. Inc., Jerseyvilie, Ill. | analyst, 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 17-2063 Chicago 


WIDE OPEN 

ART DIRECTOR OPPORTUNITY . 
Required: Top layout talent and creative 
imagination PLUS administrative skills 
needed for A to Z direction of all lay- 
out and art requirements. Aggressive, suc- 
cessful, and growing advertising agency. 
Starting opportunity good—eventual re- 
wards in direct proportion to your con- 
tribution. No spot for the ‘nexperienced 
but if you have a coming cub under your 
wing we'll consider him, too. What have 
you done, for whom have you done it, 
what’s ag? a ig 

Box ADVERTISING AGE 

100 : Ohio St., Chicago 11, Ill. 


ADVERTISING COPYWRITER 
High-calibre man—5-10 years experience. 
Knowledge household merchandise, drugs, 


toiletries helpful. Real future, right 23, 


salary to right man. Chicago firm. 
training, experience. 
TISING as 


Box 2824, ADVER' 
100 E. Ohio St., Chicago 11, Ill. 


Young Advertising Man Wanted.... 
..to train for advertising and Sales 
Promotion position that offers extra- 
ordinary opportunity for an exceptional 
future. The ideal should be intelligent 
and a hard worker with good personality, 
with 3 or 4 years experience writing di- 
rect mail, mail order and direct selling 
copy, as well as experience in dealer 
promotion of packaged goods. Experience 
in all perferred but not essential, so 
send full details in letter, stating age, 
education, grades, marital status, exper- 
ience, present salary, family status. In- 
clude samples of work which will be re- 
turned. 
Box 2825, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Sales Promotion and advertising man for 
old established house handling fine pa- 
pers and printing equipment. Must have 
had experience in same kind of work for 
fine paper merchant. Not necessary to 
have had experience in equipment busi- 
ness. Want man to handle direct mail ad- 
vertising, keep mailing lists corrected, 
contact mills for samples and see that 
they are promptly and properly distrib- 
uted. To assist in preparation of price-lists 
and catalogs. 


Headquarters in New Orleans but some 
time will be spent at branches in Dallas, 
Houston, Miami and Tampa. Write E. W. 
Buckley, Vice-Pres. & Gen’l Manager. E. 
C. Palmer & Co. Ltd., P. O. Box 680, New 
Orleans 7, " 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr-2 0115 Chicago 


NEW YORK DISTRICT SALES MANAGER 
Starting at about $12,000 with at least 
$20,000 attainable potential. Publication 
4s recognized leader in its industry and 
in its 27th year. Only men with proved 
productive space selling record should 
apply giving full details in first letter. 
Technical publication experience would 
be helpful. Our own organization knows 
of this adv. 

Box 2830, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IL 


Wanted—15 man agency, outside Chicago, 
offers good opportunity to idea and copy 
man with National Account Executive po- 
tential. Appliance and food experience 
desirable. 

Box 2831, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


FOR SALE....8 years of adver- 
tising and sales promotion ex- 
perience. Soundly built of 4-A 
Agency account management and 
nationally advertised, direct sell- 
ing, product promotion. Unob- 
structed view of all phases of ad- 
vertising and promotion. Ideal for 
contact work and public speaking. 
Location—east. Asking price—$7,- 
200, N.Y.C. $8,000. Must be seen 
to be appreciated. 
Box 2821, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


WANTED: COPY-CONTACT 
4 yrs. exp. as copy-contact on 5“nat’l ac- 
counts, indus. and consumer, 4A agency. 
Can set adv. strategy, write nat’l, trade, 
newspaper, sales prom. copy. Contact same. 
Know art and prod. buying. Resume. 
Box 2827, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ASST. AD MGR—PROM. DIR. 
toiletries mfg...accustomed to 
major merchandising, direct mail, market 
sales statistics and admin. re- 
sponsibilities. Alert, Univ. graduate—age 
28, married. Eager to tackle job —— 
ing ee and integrity. Free to 
locate NOW. 
Box 2822, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Adv. & Sales Prom. Mgr. of company 
making consumer durable goods seeks 
new position. Prefer appliance or build- 
ing product promotion. Ability to co- 
ordinate backed by company and agency 
experience in copy, layout, adv. produc- 
tion and publicity. Present company du- 
ties include product development and 
market anaylsis. B. S. degree—Northwest- 
bo 31, single. For complete resume, 
w 

Box 2823, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Missouri journ. grad, major in adv.; re- 
tail, dir., national, radio, typography. Sup- 
plementary courses in Marketing. Seeks 
job with daily, magazine or agency. Age 
married. Write R. L. SaRROVPRY, 
211 S. 8th St., Columbia, Missouri 

RESOURCEFUL ACCOUNT EXECUTIVE 
Topflight, all-around adman. 15 years in 
agency field, 5 in sales and merchandis- 
ing. Strong creative man roductive on 
new business, Has “feel” or client sit- 
uations, holds and builds accounts against 
stronger competition. A real team player. 
$12,000 minimum, Chicago agency or ad- 


2834, ADVERTISING AGE 
. Ohio St., Chicago 11, Ill. 


30 yr. old Sales Rep. is seeking greater op- 
portunity. 6 yrs. exp. in Marketing Div. 
with Nat’l Co. Bev. field. Expd. sales 
mdsg. sales prom. point-of-purchase. Ohio 
State Univ. Ad major. Would like job 
with agency, mfg. or publisher in adv. or 
sales prom. dept. Location unimportant. 

Box 2828, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

LAYOUT ARTIST 

Layouts—rough or comp—conventional or 
modern—big or small—I’m looking for 
new horizons. Will leave current employ 
for interesting position. 

Box 2832, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SPACE SALES. 1 yr. space, 1 yr. tan- 
gibles, 4 yrs other contact. 3 yrs copy, 
sales correspondence. og Dependents. 
Need greater responsibili 

Box 2833, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

NO. 1 BOY FOR A 

HARD-PRESSED TOP AD MAN 
This boy (now 45) has filled every = 
in an agency from production man 
principal. He’s a strong salesman and ac- 
count man—a top-flight creative man. 
Gets to the heart of client problems quick- 
ly. A first-team player seeking a first 
class opportunity. Available after Jan- 
uary 1, Chicago or West Coast. 

Box 2835, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVE AVAILABLE 
GOOD SPACE SALESMAN 


AVAILABLE 


Desires General or Service maga- 
zine, in Chicago. 
Can offer you 12 years of good 
selling experience with one em- 
ployer. 32 years old—veteran—mar- 
ried. Not afraid to make calls. Will 
make a fine representative for your 
firm. Present position is limited. 
Salary $7500—$10,000. Will pay own 
expenses for interview. Write now 
to: 

Box 2820, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Advertising Age, December 12, 1949 


REPRESENTATIVES WANTED 
Representation needed for New England, 
Chiecage, West Coast, and Seuth for con- 
sumer magazine in television field. Pro- 
jected territory. Good commission. Have 
no objection if carrying other publica- 
tion. Write Advertising Manager, Tele- 
cast, 475 Fifth Avenue, New York 17, N. y. 
WEST COAST SALESMAN WANTED— 
interested in augmenting present income 
----traveling California or west coast 
to sell nationally advertised plan to one 
radio or TV station in each major market. 
Nominal time expenditure should yield ad- 
ditional $2500.00. President will interview 
before January 10th. Write briefly. 

Box 2826, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

MONEY IN ADVERTISING? YES! 
When you promote our well known na- 
tionally advertised product. Department 
stores welcome cooperative advertising. 
Pays you $100.00 average per sale year 
around. 

Box 2829, ADVERTISING AGE 

100 E. Ohio St., , Chicago il, I. 


“MISCELLANEOUS __ 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations. 
John Andrews 1504 Dodge, Omaha, Neb. 


DO YOU KNOW A MAN 


WHO: 


* Loves and is able to create effective 
sales promotion 

* Is young and inquisitive 

* Knows production 

* Likes modern layout and type 

* Knows what salesmen need to sel/ 
with 
Can initiate a sound promotion plan, 
then produce it 
Can take guidance but think inde- 
pendently 

* Is strong on sales presentations 

* 1s congenial and a tremendous worker 
Wants to build his future with an 
outstanding New York publisher of 
business magazines 


Have him write the necessary details to, 
or phone John G. Belcher, V. P., Reinhold 
Publishing Corp., 330 West 42 Street, 
New York 18, N. Y. ; 


COMMERCIAL COLOR COMIC 
BOOKS ARE BIG BUSINESS 
We are expanding sales force: Several de- 
sirable territories available! Big opportu- 
nity for salesmen with experience contacting 
large advertisers and agencies. Excellent 
to | earning possibilities. 


PROMOTIONAL PUBLISHING COMPANY 
220 Fifth Ave. New Yerk 1, N. Y. 


JOB OFFERS 
FROM — 
BLUE - RIBBON 
AGENCIES 


Like a great many people, 
this man in Cincinnati de- 


MR. PRESIDENT — 


Is your selling keeping pace with the 
times? Hard working young man with 
ideas and seasoned oltine would —_ 
responsible sales position. Capable of 
producing myself and directing others. 
Presently eagleyed as Sales Manager with 
national food manufacturer. 

Box 7504, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING ART 


Complete art service, designed to serve as 
art dept. to small agencies—layout through 
finish, all subjects, all media—and PRICE 
1S RIGHT! New Yorkers coll WH 3-4575, 
others write 


PRODUCTION CENTRAL ART 
109 Broad St. New York, N. Y. 


cided he would like a better 
job. Unlike most people, he 
wanted one which paid at 
least $20,000 a year. SO, he 
placed a classified ad in the 
“Advertising Market Place” 
columns of ADVERTISING 
AGE. And here’s what he 
said about results: 


“Though my ad fairly 
screamed at least $20,000, I 
have so far had 14 legitimate 
answers. These are all from 
blue ribbon agencies in New 
York, Chicago, Cleveland, 
Milwaukee, etc., and the re- 
plies are still coming in.” 


If you are looking for a 
position, or for a man to fill 
one—if you have anything 
to buy or sell in advertising 
—the “Advertising Market 
Place” in ADVERTISING 
AGE is the most resultful 


place to tell your story. 
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Footnotes 


| __ By G. D. Cram Jr. 


Although the Audit Bureau of 
Circulations is now 35 years old, 
the selection of Stanley R. Clague 
as a director to serve until the 
next annual meeting, reported by 
ADVERTISING AGE 
Dec. 5, marks the 
= first time that the 

» second generation 
of its founders 
has come promi- 
nently into the 
picture. 

The new direc- 
tor, who will rep- 
resent the busi- 
ness paper divi- 
sion until Octo- 
ber, 1950, filling 
the vacancy caused by the death of 
George M. Slocum, is the son of 
one of the men who were most 
responsible for the founding of the 
ABC in 1914 and getting it off to 
such a successful start that it has 
expanded through the years. 

This man was C. Stanley Clague, 
head of the Clague Agency in Chi- 
cago, who not only picked the 
first managing director, Russell 
Whitman, then publisher of the 
Boston American, but took over 
as executive head of the ABC 
wren Mr. Whitman retired three 
years later. He served as managing 
director of the bureau until his 
death in 1927, guiding it success- 
fully through the years which de- 
termined its policies and estab- 
lished its successful methods of 
operation. 


Stanley Clague 


s Incidentally, this and similar 
information about the founding 
of the ABC and its early days of 
operation is taken from a history 
of the bureau published by ADVER- 
TISING AGE Oct. 13, 1934, when the 
20th anniversary of its founding 
was celebrated. It was later in- 
cluded in a book published by the 
ABC in 1937. 

Stanley R. Clague is secretary 
and circulation director of the 
Modern Hospital Publishing Co., 
Chicago. He was not involved in 
the contest which resulted in the 
choice of Mr. Slocum for director 
at the recent convention in Oc- 
tober. In fact, while his company 
has two ABC papers, The Modern 
Hospital and Nation’s Schools, it 
also publishes College and Uni- 
versity Business, a CCA publica- 
tion. 

His selection by the directors is 
therefore interpreted as a desire 
to obtain the services of an ex- 
perienced and able circulation man, 
who is likely to be open-minded 
on the controversial subjects re- 
lated to paid and free circulation 
which the board of directors must 
deal with. The fact that his pub- 
lications are not members of the 
Associated Business Publications 
also suggests his acceptability to 
business publishers in general. 


= Stanley Clague, whose attend- 
ance at the University of Wiscon- 
sin, class of °19, was interrupted 
by war service as a lieutenant in 
the field artillery, has been in 
advertising and publishing most of 
his business life. After serving on 
the research staff of Henri, Hurst 
& McDonald, Chicago agency, he 


joined the company with which he 


is now connected in 1921. 

He was one of the founders of 
the Chicago Circulation Managers’ 
Round Table, has served as pres- 
ident of the Chicago Business Pa- 
pers Association, and is active on 
committees of the National Asso- 
ciation of Magazine Publishers. 

He is also a past president of the 
Chicago Rotary Club, and is vice- 
president of the Highland Park 
Hospital. He is 54 years old, and 
his friends say that when it comes 
to circulation matters, he is a chip 
off the old block. 


Helen Neuschaefer Plans 
New Magazine Campaign 


Starting in February, Helen 
Neuschaefer, College Point, N. Y., 
will use 13 magazines to promote 
her lipstick, nail polish and other 
hand beauty aids, which are sold 
through variety and drug stores. 
The magazine list includes: Gla- 
mour, Ladies’ Home Journal, Ma- 
demoiselle, Modern Romances, 
Modern Screen, Motion Picture, 
Movieland, Photoplay, Screen 
Guide, Seventeen, True Confes- 
sions, True Experiences and True 
Romance. 

Coinciding with the advertising 
campaign will be a complete pro- 
motion package for retailers, in- 
cluding display cards, merchandis- 
ing ideas and sales training ma- 
terial. Reiss Advertising, New 
York, is the agency. 


His Nibs Maps Largest Drive 


His Nibs, New York, manufac- 
turer of sport and T-shirts for 


boys, will begin the largest con- 


sumer and trade campaign in its 
history next month. Newspapers 
will be added to the schedule 
for the first time. Leonard F. Fell- 
man & Associates, Philadelphia, is 
the agency. 


Starts Two-Color Drive 
for Gallagher & Burton 

William Jameson & Co., division 
of Seagram Distillers Corp., is 
promoting Gallagher & Burton’s 
whisky with newspaper ads, using 
two colors for the first time. A 
minimum of 1,000-line ads will run 
in key eastern cities during the 
holiday season. 

Lawrence Fertig & Co., 
York, is the agency. 


Whittlesey to Florida U. 

E. D. Whittlesey, president of 
Research Services, Denver, has be- 
come director of public relations 
at the University of Florida. He 
will continue as an executive of 
the opinion research organization. 


New 


Greyhound Lines Buy 
Davis on Five Stations 


Fiorida Greyhound Lines is 
sponsoring Elmer Davis three times 
weekly over five Florida stations. 
Mr. Davis’ quarter-hour commen- 
tary is, sold cooperatively over 
the American network. Beaumont 
& Hohman, Atlanta, is Florida 
Greyhound’s agency. 

Another ABC co-op show, Harry 
Wismer’s sports review, is carried 
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over WCOP, Boston, by Greyhound 
Bus Lines of New England through 
the same agency. 


Two Join Robert Slater Staff 


Edward Orzechowski, formerly 
with Display Corp: and Milprint, 
and Eugene Reimenschneider, for- 
merly with Bercker Studios, Mil- 
waukee, have joined the creative 
staff of Robert C. Slater, Milwau- 
kee, art for advertising. 


ARTHUR R. RUMBLES 


Executive Vice President 
Remington Rand Inc. 
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@rends in Industry 


Background Report 


y WEADUINES . 


Office Machines 


INT DEMAND 


ip thousands of new units. 


Backlog of Demand Is_ 
Satisfied, So Makers 


and Finance 


Turn to Salesmanship 


sianckens. but. 


4 a Bigger Sales Forces and 


f lesser 7? demand: Apart: 
Cleveland newspapers exceeded) "The C Too; Off 
Pi Cleveland newspapers exc cee e Customers, loo; Offer 
C LINES by 21 to 1 in May, 1848; wie 
mx 28 to i. In metropolitan New| I ed Eq ° 
duding northern New SpeY and | mprov' ulpment 
and, 4 prospective ter CAN Pick | 
means Hund: Fd of new ap paitinadite ad-} 


Sarina 


lay papers. 


_ Used 


% UrnMinigy | 


achine Prices Drop 


BY THOMAS J. KELLER 
queue of customers waiting te 
quipment has just about disap: 
business machine industry figures 
PA = nere on out its biggest boom mu 
sustained by salesmanship. 
In pre-war 1939 the manufactr 


wr. October award of gadgets to keep the paper work 
‘arn stat es were selling, at home and 


~i Millian af * 


“Remington Rand must anticipate the business 
machines and office equipment needs of many 


thousands of concerns. It is essential, therefore, 
that we keep closely in touch with all business 
developments. The Wall Street Journal does an 
excellent job of reporting and interpreting busi- 
ness events and trends and is of continuing use- 


fulness to us. I read it regularly.” 


mates ous's \W=, === 
— 


2s 


and services. If 


Among the 236,110 people 
who read The Wall Street 
Journal each business day 
are the men who direct 

or influence the buying of 


millions of $$ of goods 


you 


sell to business you should 
advertise regularly in The 
Wall Street Journal. 


: ba ee eee : amend noe cecie 


Published at 

44 Broad St., New York 4 
911 Young St., Dallas 2 

415 Bush St., Son Francisco 8 
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Shatiner Joins ABC 

Dean Shaffner has been added 
to the writing ‘staff of the sales 
presentations department of Amer- 
ican Broadcasting Co., New York. 
He formerly was radio-TV re- 
search director of Biow Co. 


Names Maurice Morrison 

Maurice Morrison has been ap- 
pointed sales manager of the new 
sectional steel garage door division 
of Morrison Steel Products Inc., 
Buffalo. 


Donnelley’s Morse 
Advises Marketers 
on Contest ‘Musts’ 


New Yorx—The first require- 
ment of a successful contest is to 
have adequate product distribution, 
according to F. Harvey Morse, ac- 
count executive of Reuben H. Don- 
nelley Corp. 

Discussing “The Use of Contests 
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*For Example 
: In France, 


57% 


of Newsweek-Eu- 
ropean readers 
own automobiles, 
as compared 
with 19% for the 
* general public. 


And Newsweek International in your ex- 
port markets will tap it for you. 

Newsweek International Editions give 
tad messages a big head-start toward sales. 

irst—Newsweek backs them with a power- 

ful and compelling editorial service of news 
from the 
and unbiased, correlated and explaine 

Second — Newsweek backs your story 
with a readership that includes top leaders 
in business and government — men who are 
drawn to Newsweek because their respon- 
sibilities and position demand that they 
keep well-informed. As such, they exercise 
the greatest influence* on buying trends 
and desires. 

For more details on Newsweek's ‘‘Sell- 
power’’ see your Newsweek representative. 
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A progressive organization that since 1937 has put 
forth intensive effort and tireless research in the cre- 


ation of the finest color process plates available. 
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Color 
Process Plate 
Specialists 


BUREN STREET 
STate 2-5367 


in Marketing,” before the sales 
promotion and merchandising 
group of the American Marketing 
Association last Tuesday, Mr. 
Morse also emphasized that any 
contest idea should be tried and 
proved, since “new and novel” 
ideas usually flop. 

Other musts for successful con- 
tests include: Provision for an ade- 


quate prize budget, allowing for a|- 


“big” prize; the drafting of “trou- 
ble-proof” rules; proper promotion 
of the ‘contest; and having compe- 
tent, not amateur, judges. 


a The contest can accomplish oth- 
er objectives, he pointed out, above 
that of selling the product and 
bringing in box-tops. A _ contest 
rates as successful if it draws from 
500,000 to 1,000,000 entries, which 
in itself might not warrant the 
expenditure, he said. However, it 
can stimulate readership of ads, 
improve listening to a radio show, 
give salesmen new talking points, 
increase dealer cooperation, and 
reach untapped markets. 

Mr. Morse urged that the con- 


test be used more as a public re- 
lations tool, and believes this is 
one of its objectives that has been 
neglected. 

Cash prizes are better than mer- 
chandise, he said, unless the mer- 
chandise is in very short supply 
at the time. The contest should 
have three or four “big” prizes, 
and a broad base of smaller prizes. 

Mr. Morse said his company had 
handled contests in which the 
cost per entry, including all ex- 
penses, ran from a few cents to 
more than 50¢. He advised that 
any contest which carried more 
than a 40¢ cost-per-entry expense 
should be studied most carefully 
before launching. 


Magica Appoints Metcalf 


George T. Melcalf Co., Provi- 
dence, R. I., has been named to 
handle the advertising of Magica 
Products Inc., Cambridge, Mass., 
maker of the new Magica back 
sponge. The first national magazine 
copy will appear in the February 
Good Housekeeping. Other con- 
sumer magazines will be added 
during the year. Trade publica- 
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tions, display material, newspa- 
per mats and other merchandising 
aids will be used. 


Jottee to Pathe Television 


Sidney A. Joffee, formerly gen- 
eral sales manager of Philharmonic 
Radio Corp., has been named vice- 
president in charge of merchandis- 
ing of Pathe Television Corp. 
Brooklyn, effective Jan. 1. He’ wil] 
head the newly created merchan- 
dising division. 


Liese to Washington 


Erwin M. Liese, formerly di- 
rect mail advertising manager of 
Carson Pirie Scott Co., 
joined Washington Photo Engray- 
ing Co., Chicago, as head of the 
service department. 


Fremault Joins Newsome 
George Fremault, formerly with 
the Times, Pawtucket, R. L., has 
joined Paul A. Newsome & Co., 
Boston, public relations concern. 


Ralicki Forms Own Agency 
Ralicki Bros. Advertising has 
been established at 67 Greene St., 


Buffalo, by Daniel J. Ralicki. 
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PORTLAND 1 OREGON 


The Oregonian leads Portland’s second newspaper 


in Advertising Volume 


The Oregonian leads Portland’s second newspaper 


The Oregonian is “more than a daily newspaper... 
a part of the life of the region.” Greatest reader 
value, too, 1-1/3 million more lines of news per year. 
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Along the Media Path 


e The Hotel Monthly has inaug- 
urated a new monthly “News-Di- 
gest” for advertisers and agencies, 
highlighting the news of the month 
about new hotels, trends of the 
business, conventions and shows, 
and data about new owners and 


lessees. 


e George B. Bryant Jr., associate 
editor of the Kiplinger Letter, has 
been appointed chief correspondent 
of the Washington bureau of Mc- 
Graw-Hill Publishing Co., effec- 
tive today (Dec. 12). He succeeds 
George E. Doying Jr., who has 
been with McGraw-Hill since 1940 
and in charge of its Washington 
bureau since 1945. Mr. Bryant for- 
merly served with the Charlotte 
News and Wall Street Journal in 
Washington. 


e American Builder, Chicago, re- 
ports following a survey of 179 
newspapers in 103 cities that “Na- 
tional Home Week” is paying off 
as 2 promotion, although it is only 
two years old. The 23 ad depart- 
ments which supplied dollar fig- 
ures said that real estate advertis- 
ing increased a total of almost 
$130,000, an average of more than 
$5,500 per paper. In addition, 31 
papers issued special sections this 
year, ranging from four to 56 
pages, compared with 14 papers 
a year ago. 

A spot check of builders in 17 
metropolitan areas by American 
Builder disclosed sales of more 
than 7,000 houses, valued at more 
than $63,000,000, during “National 
Home Week.” 


e Add Thanksgiving Day record- 
setters: 

The Boston Post, with its 100- 
page edition, set a new peak for 
Thanksgiving Day. dailies in that 
community. Nearly 500,000 pounds 
of newsprint and 7,600 pounds of 
ink went into the edition. 

The Des Moines Register pub- 
lished its largest weekday issue 
Thanksgiving Day, with a 56-page 
edition. 

The Buffalo Courier-Express al- 
so hit a holiday record with its 
100-page paper. The edition in- 
cluded a 20-page tabloid section 
and 80 pages of standard format. 

And on the day after Thanks- 
giving, the tabloid Boston Record- 
American put together a 112-page 
issue, the largest number of pages 
in a regular issue of any New Eng- 
land daily. 


e WCCO, Minneapolis, which 
started out as the old Washburn- 
Crosby station, has just completed 
a month-long celebration of. its 
25th anniversary. WCCO’s history 
dates back to 1924, but its origin 
can be traced to 1922 when WLAG, 
first radio station in that area, be- 
gan serving a handful of crystal 
set addicts. The then tiny CBS 
bought one-third interest in 
WCCO, in 1929, acquiring full con- 
trol two years later. 


e Small-space newspaper adver- 
tising is being tested by Pacific 
Motor Boat, a Miller Freeman pub- 
lication, to build circulation among 
newcomers to the Pacific Coast, 
particularly persons who have 
moved from sections of the country 
where there is little or no boat- 
ing. Advertising is also designed 
to reach users of marine equip- 
ment. The campaign opened Dec: 
4 with 42-line copy in six news- 
papers. Spencer W. Curtiss Co., 
Seattle, handles the account. 


@ Merchandise from the Dayton 
Co.’s new gift floor was featured 
in the first page advertisement 
employing the new presses of the 
Minneapolis Star and Tribune 


which reproduce original Koda- 
chrome photographs in a four- 
color printing process. At a total 
cost of more than $1,000,000, the 
dailies installed two new Goss 
Headliner presses equipped to han- 
dle color work and rebuilt two 
other Goss anti-friction presses. 
Ads are printed on regular news- 
print. 


Named U.S. Representative 


International Transportation Ad- 
vertising, New York, has been ap- 
‘pointed sole United States rep- 
resentative of the Publicidad Efec- 
tive Soc. Ltda., Guatemala, and is 
prepared to offer transportation 
advertising in Guatemala. 


Goodyear Names Holt V. P. 


Goodyear Tire & Rubber Co., 
Akron, has appointed Victor Holt 
Jr., formerly manager of tire sales, 
as vice-president in charge of all 
tire replacement sales, including 
dealer, company stores, car, and 
home supplies. He succeeds J. E. 
Mayl, Goodyear vice-president, 
who has become sales coordinator. 


McKesson Promotes Berry 


McKesson & Robbins, New York, 
has promoted D. C. Berry, adver- 
tising manager, to vice-president 
in charge of advertising. Mr. Berry 
joined McKesson & Robbins in 1944 
after serving as assistant adver- 
tising manager of Schieffelin & Co. 


Adds Roland H. Wolpert 

The New York Sun has added 
Roland H. Wolpert, previously ad- 
vertising and promotion manager 
of Monterey Lodge, Great Bar- 
rington, Mass., to its promotion de- 
partment. 


Readies Portland Guidebook 


The fourth annual Buyers’ 
Guide of the Portland, Ore., 
Chamber of Commerce, contain- 
ing more than 2,000 classifications 
of products and services, will be 
issued early in 1950. Richard J. 
Jones, general advertising man- 
ager of the Portland Oregonian, B 
chairman of the project and print- 
fing is being done by Pacific Sta- 
tionery Co., Portland. 


State Directory Issued 


The Minnesota State Depart- 
ment of Business Research & De- 
velopment, St. Paul, has issued a 
new directory of Minnesota con- 
cerns, classified by product and 
location. Copies are available from 
the department. 


McGuire to Chris Lykke 

Dan McGuire, formerly with the 
Oakland Post Enquirer, has joined 
the staff of Chris Lykke & Associ- 


ates, San Francisco agency. 


_ Write for free sample Dept. A-6 
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We also specialize in all types of custom-made 
binders, portfolios and presentation covers. Tell us 

if problem — we'll heip you solve it quickly and 
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This plant has special equipment and 
complete facilities for producing 


Catalogs, Publications 
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PRINTING PRODUCTS CORPORATION has system. No 
orders get lost or sidetracked. Each order is assigned to 
an experienced executive who watches and follows the 


Should Know What _ 
PRED TING PRODUCTS CORPORATION 


‘order from the beginning to delivery. 


PRINTING PRODUCTS CORPORATION has been in the 
printing business for many years and is responsible finan- 
cially and otherwise. Dun & Bradstreet, Incorporated, 
rates PRINTING PRODUCTS CORPORATION and 
ASSOCIATES over One Million Dollars highest standing. 


PRINTING PRODUCTS CORPORATION always gives proper 


quality, quick delivery, and right prices. 


‘LUTHER G ROGERS 
Z Management Advisor 


(THE FORMER ROGERS 


completely 
equipped printing plant. — 
(The former Rogers & Hall . 


Company plant) 


Relieve yourself of all | 
anxiety and worry. Place 
your printing orders with | 
PRINTING PRODUCTS 

CORPORATION. 


Our plant and organiza- 
tion give special services 
and furnish advantages 
too varied to mention in 
this advertisement. 
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Sullivan Leaves WPIX 


B. O. Sullivan; sales manager 
of WPIX, New York Daily News 
TV station, has resigned for rea- 
sons of health, and Scott Donahue, 
former assistant sales manager, 
succeeds him. Mr. Sullivan, who 
was in the News’ advertising de- 

ment for many years, will re- 
join that department. 


Honeywell Promotes Two 


Minneapolis-Honeywell Regula- 
tor Co., Minneapolis, has promoted 
William W. Martenis to the newly 
created position of sales engineer- 
ing manager. Karl Schick, former 
southwestern regional manager, 
has been named sales manager 
of the company’s gas controls di- 
vision. 


Audit Bureau Adds 25 
New Publisher Members 


The Audit Bureau of Circula- 
tions, Chicago, has added 25 new 
publisher members, operating in 
five fields. The group includes: 

Magazines—Flash, Toronto; Romances, 
Havana; Speed Age, Hyattsville, Md.; 
Young Romance Group, New York; Bus- 
iness papers—American Automobile (Over- 
seas Edition), New York; 
Americano, New York; Canadian Printer 
& Publisher, Toronto; The Packer, Kansas 
City; Practical Builder, Chicago; Taxi 
Bi-Weekly, New York; Farm publica- 
tions—Colorado Rancher & Farmer, Den- 
ver; What’s New in Crops & Soils, Mad- 
ison, Wis.; Daily newspapers—Daily Pio- 
neer and Sentinel, Bimidgi, Minn.; Daily 
Tribune, Grand Haven, Mich.; Daily 
Signal, Huntington Park, Cal.; Oak Ridger, 
Oak Ridge, Tenn.; Tri-City Herald, Pasco, 
Kennewick and Richland, Wash.; El Mun- 


do, San Juan, Puerto Rico; Weekly news- 
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8x10 genuine glossy photos 


EASY CHART—Size 8x 10 


in quantities 


1 € in 500.0nd 750 quontities 
2 (1000 and over .06¢) 


FOR ALL PURPOSES 


Sharp, clear, crisp! Prompt Delivery’ 
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; Ph: WH itehall 4-2930 
Lr — «53-59 E. Illinois St. 
Chicago 11, Iilinois 


Berwyn Life, Berwyn, Ul.; Home 
News, Burlington, N. J.; Montgomery 
News Messenger, Christiansburg, Va.; 
Cicero Life, Cicero, Ill.; Rossland Miner, 
Rossland, B. C., and Stickney Life, Stick- 
ney, Ill. . 


Representative Appointed 

Store Modernization Institute, 
New York, publisher of Store Mod- 
ernization Reporter, has appointed 
Arthur Morton Good & Co., New 
York, as eastern advertising rep- 
resentative. The Reporter, pub- 
lished as an annual in 1948 and 
1949, becomes a quarterly in Jan- 
uary, 1950 


JWT Transfers Calderwood 

J. Walter Thompson Co., New 
York, has transferred Matthew 
Calderwood, in the agency’s New 
York office for the past several 
years, to its Detroit office as traf- 
fic and production chief. 


Longines Cancels Shows 

Longines-Wittnauer Watch Co. 
cancels both of its Sunday after- 
noon CBS radio shows, “The Chor- 
aliers” and “Symphonette,” after 
the Dec. 18 broadcasts. Victor A. 
Bennett Co. is the agency. 


—- 


it pays to use & 


both hands 


to make a 
real dent in Big St. Louis 


(America’s 8th largest market). 


Admen! 

DON’T “spare that tree”! 
There’s extra 

sales timber 

in substantial schedules 

in The St. Louis Star-Times. 
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Star-Times reader families 


give you the essential low cost 
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in big St. Louis 
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F fat 8 sXe tas mahal ec ded Pants MY ete Heo ota eee 


@ Do you have an institutional 
story to tell St. Lovisans? Re- 
serve space now in the ouf- 
standing ‘Forward In '50"’ 
edition of The Star-Times com- 
ing December 30, 1949. 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 
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curtain in the background. 


a surplice or an altar cloth. 


accidental. 


The Creative Mans Corner 


For years, perfume advertisers have tried in every way 
possible to avoid the factual, even the clear, in their adver- 
tising. They have sought, instead, to achieve a certain snob- 
bish distinction by the most outre forms of art treatment and 
the most obscure kind of copy. 

What happens, then, when a perfume advertiser elects to 
show his product exactly as it is—and to eliminate copy en- 
tirely? Well, here you have it, in this ad for (pass my glasses, 
please) Urkite Sporilckers by Gerujan. 

Urkite Sporilckers—or maybe that’s Iblsite Hsarilcxers— 
is, from the sound of it, apparently a Yugoslavian or Roman- 


ian creation. It looks like a perfume—although, since it 
comes in a face powder box, it may just possibly be a liquid 
face powder. There’s no copy around to clarify matters. It 
may very well be, of course, a sort of emulsified sachet to 
use on lace curtains, since that seems definitely to be a lace 


Sorry, on third glance it looks like this stuff is actually 
Uilsite Skarilclers—if you have any idea what that is. Sounds 
closer to the Greek, anyway, than to the Yugoslavian or 
Romanian. That’s probably Eryian down in the corner, too— 
not Grujan. Probably has something to do with the Greek 
Orthodox Church and that thing in the background is either 


Any resemblance to White Shoulders by Evyan is purely 


f 


Klein Co. Opens NY Branch 


Walter J. Klein Co., Charlotte, 
N. C., has opened a New York 
branch office at 17 E. 45th St. un- 
der the supervision of Charles J. 
Basch III. With other branch of- 
fices in Wilson and Camden, S. C., 
Klein Co. becomes the first Caro- 
oe agency with New York of- 
ices. 


Reinhold Appoints Boyer 


E. D. Boyer Jr. has been ap- 
pointed eastern advertising man- 
ager of Progressive Architecture 
(Reinhold Publishing Corp.), New 
York. Before joining Reinhold in 
1943 he was architectural repre- 
sentative with United States Ply- 
wood Corp. 


Filene’s Appoints Mays 


B. Allen Mays, recently head of 
his own company, B. Allen Mays 
Associates, Washington, D. C., has 
been appointed art director of Fi- 
lene’s, Boston. He has been with 
McAlpin’s, Cincinnati; Montgom- 
ery Ward, Chicago; Golden Rule, 
St. Paul; Hecht Co., Washington; 
and Bert M. Sarazan Inc. 


Issues Three Studies 


Twentieth Century Fund, New 
York, has available research stud- 
ies on three “underdeveloped” 
countries—Brazil, Turkey and 
Greece. The studies were made to 
discover ways for American cap- 
ital to aid in developing the coun- 
tries’ resources. 
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1948 THE STAR-TIMES CARRIED 34.7% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS. 


Wl seine Me 


~ ADVERTISING PROFESSION 
s Portfolios + Advertising Specialties 
Die-Cutting * Mounting - Paper Lining, etc. is 


DERY CO., INC. 
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NO MATTER WHAT YOU HAVE TO SELL, | 


ABC COVERS AMERICA’S BEST MARKETS — EFFICIENTLY 
AMERICAN BROADCASTING COMPANY . NEw york + CHICAGO + DETROIT * LOS ANGELES * SAN FRANCISCO 
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Gets Continuing Study 
of Outdoor into Focus 


To the Editor: As usual ADvER- 
TIsInG AGE has done an outstand- 
ing job in its coverage and pres- 
entation of outdoor advertising 
(Nov. 21). I don’t think I’ve read 
a more informative or complete 
article in a long, long time. 

It pains me, however, to see you 
devote as much space as you did 

_ to research measurements of out- 
door without mentioning the Con- 
tinuing Study of Outdoor Adver- 
tising. You know it exists (ADVER- 
TisInc AGE, July 25, 1949). And 
so do numerous advertisers and 
agencies. 

Although we have limited our 
activity to Los Angeles, research 
directors and outdoor men all over 
the country have seen our reports 
and methods, and they have been 
extremely favorable in most in- 
stances. 

With all due respect to other 
outdoor measurement firms, they 
are categorically, unmistakably, 
and inalterably on the wrong 
track. The Fort Wayne study by 
TAB should convince anyone of 
this. And if it doesn’t, I have a lot 

* more evidence. 

When plausible appearing poster 
ef designs which have never ap- 
peared can be “identified” as seen 
by 25% or 30% or éven more peo- 
ple, while other less plausible de- 
signs which actually have appeared 


This department is a reader’s forum, Letters are welcome. 


are remembered by only 15% or 
20%, how can any conclusions be 
drawn except that the methods 
are inadequate? .‘. 

Into the same ashcan with re- 
call-recognition should be tossed 
the very controversial and equally 
unreliable practice of “masking” 
posters. Regardless of the sound- 
ness of the theory, the application 
is impossible on an equitable basis. 
It is impossible to mask a poster 
which has virtually nothing on it 
except the name of the product in 
six-foot letters... 

The only way to measure who 
has seen a poster and who has not 
is to have people tell you what 
they have seen and remember. It 
is very definitely not to suggest to 
them what they may have seen 
and let them decide for them- 
selves... 

We have been operating the 
Continuing Study of Outdoor Ad- 
vertising since May, 1949, and 
have issued monthly reports since 
then. We don’t know whether we 
have all the answers yet or not. 
But we are certain at least that we 
are not in a blind alley. 

Our goal is not copy testing 
alone. We provide quantitative 
measurement, general outdoor ef- 
fectiveness, and are working on 
data to provide information on 
how memorability is affected by 


brand usage (and vice-versa), by| 


posting intensities, duration of 


e publish two good newspapers 
.. they are read by virtually every 


family in and around Louisville. 


e sell advertising space at 
reasonable rates. 


It produces sales. 


335,585 DAILY © 268,044 SUNDAY © REPRESENTED NATIONALLY BY THE BRANHAM CO. 
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showing, use of public transporta 

tion, mileage driven or ridden, oc- 
cupation, income, age and other 
factors. At the conclusion of our 
sixth report now in process, we ex- 
pect to at ‘least partially answer 
all of these questions... 

This project has come a long 
way in a few months, and its 
progress is still accelerating. And 
no picture of outdoor research is 
complete without: the Continuing 
Study of Outdoor Advertising. 

THOMAS E. PEACOCK, 

Field & Peacock Associates, 

Los Angeles. 


Suggests a Transportation 
Issue for AA Readers 


To the Editor: Your Nov. 21 is- 
sue, where you devoted a special 
section to outdoor advertising, was 
very interesting and informative. 

However, as an advertising 
agency that specializes primarily 
in transportation (in car card and 
subway poster). advertising, I 
couldn’t help become curious. Do 
you ever devote a special section 
to the transportation advertising 
industry? If not, do you ever in- 
tend to? 

Mort Mazor, 

Arthur Cohn & Associates, 

New York. 


It’s an idea. 
* i} ° 
Ad Explains Coffee Prices 


To the Editor: You will notice 
from the enclosed tear sheet that 
our client, American Coffee Co. 
Inc., also ran an ad on the cur- 
rent coffee situation. 

We thought you might be in- 
terested in this copy, since you 
ran a news story in Nov. 21 ADvER- 
TISING AGE in which you state: 
“No other coffee roasters had any 
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immediate plans for running sim- 
ilar ads...most of the roasters 
market their product on a local or 
regional basis.” 
You are right about this as far 
as American Coffee Co. is con- 
cerned, which is one of New Or- 
leans’ oldest and largest roasters. 
However, it does not only have 
distribution locally but also re- 
gionally, in several southern states. 
Earl Bartlett, president of the 
company, is regarded in these here 
parts as a coffee expert. So he 
speaks with authority on the cur- 
rent coffee situation. Incidentally, 
Mr. Bartlett’s business associates 
in the trade congratulated him on 
the copy. . 

ROBERT KOTTWITz JR., 
Robert Kottwitz Advertising 
Inc., New Orleans, La. 


Teletype Takes a Capital 
To the Editor: Inquiries have 


been received by Teletype Corpor- 
ation concerning the correct use of 
the term “Teletype”... 


_|to mention equipment of Teletype 


mark owned by Teletype Corp. 
and registered Aug. 11, 1925, 
Trademark No. 200,203. It was 
originally registered by a prede- 
cessor company, Morkrum-Kleins- 
schmidt Corp., and was used as 
early as Oct., 1921, by another 
predecessor company, Morkrum 
Co. It has since been registered 
and used as a trademark in most 
of the principal countries of the 
world to denote printing telegraph 
apparatus manufactured by Tele- 
type Corp... 

When used, “Teletype” should 


vestment 
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station will have the entire in- 
in equipping Omaha 
buses, not the Street Railway Co. 

We have had immeasurable Kelp 
from the national organization, are 
testing some of their sets along 
with others, and plan to be rep- 
resented by them for national bus- 
iness when we enter the transit 
field. 

Please understand that we have 
the highest respect and regard for 
Transit Radio Inc., and this cor- 
rection is merely to set the facts 


be capitalized and always used in 
a trademark sense to designate the 
goods of Teletype Corp. and not 
otherwise. Alternative use of the 
term as a common noun, verb, or 
adjective is not correct. 

However, when occasion arises 


Corp. or similar equipment man- 
ufactured by others, the words 
“teletypewriter” or “printing tele- 
graph apparatus” are available. 
These are not trademarks... 
H. B. WHITFIELD, 
General Patent Attorney, Tele- 
type Corp., Chicago. 


* * 
Everybody's Saying It - 


To the Editor: Nowhere else but 
in the morning Tribune will you 


But at Richman’s 
Such Fine Clothes for 


ees ONLY AT 
OMA, KAROLL'S 


find three ads like these in one 
edition. 
J. M. BOTTOMLEy, 
Chicago Wholesale District 
Council, Chicago. 


Metcalf to Show Clients 
Editorial on Budget Plans 


To the Editor: We would like 
very much to have your permission 
to reproduce for circulation among 
our clients the editorial, “Is Per- 
centage for Advertising Sensible?” 
in your Nov. 14 issue. Naturally, 
the usual credit will be given Ap- 
VERTISING AGE. 

HENRY W. CovINGTON, 
George T. Metcalf Co., Prov- 
idence, R. I. 


KBON-FM Is Backer 
of Omaha Bus Radio 


To the Editor: Your transit ra- 
dio story on the Omaha situation, 
Page 27, Nov. 21 issue, was slight- 
ly misleading. 

Transit Radio Inc., the national 
representative organization, is not 
conducting our Omaha test. KBON- 
FM and the Omaha & Council 
Bluffs Street Railway have com- 
missioned a local research firm to 
conduct the test to determine 
whether or not the station will 
equip all vehicles. Bus radio in 
Omaha will be owned and oper- 
ated entirely by KBON-FM, which 
has no financial interest in Trans- 
it Radio Inc. Neithér does Transit 
Radio Inc. have an interest in the 


“Teletype” is a registered trade- 


Omaha situation. Also, the radio 


@ When you are making up 
your Ohio list, these facts 
will help you to add the 
Salem (Ohio) News. 


@ We have over 10,000 cars 
registered in our territory. 
Last year’s payroll ran about 
$17,000,000. 246 men and 
women own our retail stores, 
which did just short of 
$20,000,000 last year. To keep 
this business rolling, our 
banks have over $25,000,000 
on deposit. 


e Our population in town is 
now over 14,000 but the 
trading area has an addi- 
tional 36,000 men, women 
and children. 

®@ We have passed the 7,000 
mark in circulation. 


How big is BIG? 


@ The Salem (Ohio) News 
is the baby of our group of 


‘TI papers in size, but the old- 


est. Our ownership dates 
back to 1896. The other day 
we did a little figuring to 
try to decide “How big is 
BIG?” 


® Relatively, the Salem 
News in Salem, Ohio, is big- 
ger than the Times in New 
York or the Tribune in Chi- 
cago. Talk about saturation! 
This paper really covers the 
waterfront. 


@ My time is your time when 
you want something done in 
Salem. 


OUR 7 PAPERS 


© CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STAR 
© SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 
@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEW 
© PORTSMOUTH (OHIO) TIMES 
@ SALEM (OHIO) NEWS 
These 4 represented by 
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properly on the Omaha situation. 
Pau. R. Fry, 

Vice-President and General 

Manager, KBON, Omaha, Neb. 


Something Lighter— 
and Cooler, Too eee 

To the Editor: The makeup man 
[in the Jersey Journal] nearly 


lp Sips: ine 
Laghs 


froze the young woman headed 
for the football game. 
J. B. MILGRaAM, 
John F, Trommer Inc., Brook- 
lyn, N. Y. 


DyBasik’s President Hits 
Unlicensed Ammo Products 


To the Editor: In the interest 
of medical science in the am- 
moniated dentifrices field, I feel it 
my duty on behalf of the Univer- 
sity of Illinois and the licensed 
manufacturers endorsed by the 
said university to inform you of 
the following facts. 

The general market for denti- 
frices is overflowing with “sup- 
posed” ammoniated products. Of 
this number, a mere handful is 
licensed by the University of Il- 


linois of which DyBasik Denti-| 


frices has been awarded the num- 
ber one license; and of this hand- 


ful of licensed ammoniates, three | 


or four are endorsed by the Amer- 
ican Dental Association, of which 
DyBasik Dentifrices has been 
awarded the number one endorse- 
ment. 

Since a humanitarian review in 
the usage of ammoniated denti- 
frices necessitates “legitimate” in- 
formation to the general public, 
we feel that were the users of am- 
moniated dentifrices to purchase 
a licensed product, they would re- 
ceive the honest research the pub- 
lic so rightfully deserves. I might 
sound like I am trying to grind 
the axe of DyBasik Dentifrices 
but, let me assure you, my interest 
is one of informihg the public that 
if they use an ammoniated prod- 
uct to “be sure to use a licensed 
one.” The unbalanced formulas of 
the unlicensed products today are 
such that they can cause injurious 
physical difficulties. 

We, here at DyBasik, have gone 
to a lengthy research even to our 
new plastic lined, non-corrosive, 
metal container which has just 
been released to the public. The 
reason I make mention of the type 
of metal container we are using is 
that recent tests have proved that 
uncoated metal causes injurious 
chemical reaction. 

We are also manufacturing an 
ammoniated mouth rinse in 8 and 
16-ounce sizes which, from a re- 
view by the University of Illinois, 
we are told is the only stabilized 
formula on the market today. “Sta- 
bilized” means that the ammoniate 
content is the same at all times— 
from manufacturer to consumer, 
regardless of the length of time. 

I wish to take this »pportunity 
to thank ApvERTISING Ace for the 
privilege. of presenting this in- 
formation to them. - - 

Jutes A. DIAMANT, 

National Sales Manager, Dy- 

Basik Dentifrices, Beverly 

Hills, Cal. : 


Battles Elected 
President of Radio 
Farm Directors 


Cuicaco—Roy Battles, farm di- 
rector of Station WLW, Cincinnati, 
was elected president of the Na- 
tional Association of Radio Farm 
Directors at the group’s annual 
meeting here. 

Other officers elected for the 
coming year include Phil Alampi, 
WJZ, New York, vice-president, 
and Chris Mack, WNAX, Yankton, 
S. D., secretary-treasurer. 

Three networks and 14 radio 
stations received the National 
Safety Council’s awards for ser- 
vice in the promotion of safety 
on the farm. 

The network winners were 
American Broadcasting Co., Texas 
Quality Network and Rural Ra- 
dio Network. 


ws Station citations went to CHUM, 
Toronto; KASI, Ames, Ia.; KDKA, 
Pittsburgh; KFEQ, St. Joseph; 


4KPOJ, Gresham, Ore.; KSOO, 


Sioux Falls, S. D.; KUSD, Ver- 
million, S. D.; KWG, Stockton, 
Cal.; WFIL, Philadelphia; WGY, 
Schenectady; WHO, Des Moines; 
WIOU, Kokomo, Ind.; WRFD, Co- 
lumbus, O., and WTIC, Hartford. 
National Safety Council public 
interest awards also went to about 
a dozen agricultural publications, 
including Better Farming Methods; 
Farm Implement News; Hoosier 
Farmer; Michigan Farmer; Ohio 
Farmer; Pacific Northwest Farm 
Trio (Idaho Farmer, Oregon Farm- 
er and Washington Farmer); Poul- 
try Tribune; Prairie Farmer; 
Southern Agriculturist; Southern 
Planter; Wallaces’ Farmer and 
Iowa Homestead, and Wisconsin 
Agriculturist & Farmer. 


Industrial Design Exhibit 
Set for Milwaukee 


An exhibition of the design com- 
missions of Brooks Stevens Associ- 
ates will be held at the Milwaukee 
Art Institute Jan. 10-Feb. 19. A 
series of three conferences will be 
held in conjunction with the ex- 


hibit on the subjects: Relationship 
of Business to Industrial Design; 
The Heritage and Future of In- 
dustrial Design; and Education and 
Industrial Design. 

The main conference program 
Jan. 28 will consist of a seminar 
conducted by Philip McConnell, 
executive secretary of the Society 
of Industrial Designers, and a 
panel featuring reports by Wal- 
ter Dorwin Teague, Egmont Arens, 
Dave Chapman, Raymond Loewy, 
Harold Van Doren, Russel Wright 
and Henry Dreyfuss. 


Lippman Appoints Three 

Kathy Grover, James Corbett 
and Jack Teibel have joined Lipp- 
man Advertising Associates, Buf- 
falo, in executive capacities. Miss 
Grover will act as media director 
and account executive; Mr. Corbett 
will be an account executive; and 
Mr. Teibel will specialize in the 
retail advertising field. 


Patricia Randolph Promoted 

Patricia M. Randolph, formerly 
assistant director, has been pro- 
moted to director of radio and tele- 
vision of Adrian Bauer Advertis- 
ing Agency, St. Louis. 


‘Life’ Shifts Derryberry 

James Derryberry, formerly in 
the St. Louis office of Life, has 
been appointed acting manager 
of the magazine’s San Francisco 
office, succeeding the late Vic | 
Chiquoine. ‘ 


McCann Gets Candy Account et ae 
Tuxedo Candy Co., Los Angeles, a 

has named the Los Angeles office 

of McCann-Erickson to handle its 

advertising. 


GEORGE T. HOPEWELL. INC. 


fastern Reprentative 


101 PARK AVENUE. NEW YORK 


For TOTAL 


SELLING 


ETTING the correct total in your ad- 
vertising in big New Orleans is easy 
—with the famous geared combina- 


tion, the 
States! 


morning Times-Picayune and evening 


Because these efficient sales-makers reach the 


biggest one-cost total in the market . . 


. where 


Plus influences work for you . . . 
prod the response that leads directly 


@ to added sales in New Orleans, Each 
is independently edited . . . with its own staff, 
its own fine features . . . each with its own un- 
usual reader loyalty, morning and evening! 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS- MARKET 


% yy Multiplying sales through the two is 
‘old hat with New Orleans retail ad- 
“ vertisers, so much so that the daily 
Times-Picayune, for instance, stands second among 
U. S. morning papers in retail display linage car- 
ried in the first eight months of '49, and first in 
department store linage. And you find New Or- 
leans retailers’ further profit-minded endorsement 


of the States in . . 


since 1940! 


Matter of fact, the only thing minus 
USL about these two is cost. . . . You get 
both at one low cost. And with the two 
you’re geared for fofal advertising in New Or- 


TOTAL CIRCULATION 
Sunday. ...281,710 
3 Months Ending March 31, ‘49 ¢ 
Milline Rates as Low as 1.86 M. & E.—1.95 Sunday j 


M. & E. ....270,636 


ASK JANN & KELLEY, INC., TODAY 


.' runaway growth of more 
than 2-million lines in States’ retail advertising 
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Form Radio Package House 

Robert Reichenbach, formerly 
sales manager of Mayfair Tran- 
ee, gre Co., Hollywood, and Har- 
ry V. Cheshire, formerly an en- 
tertainer and emcee on Stations 
KMOX, St. Louis, and KNX and 
KMPC, Hollywood, have estab- 
lished a new radio program pack- 
age and transcription sales organi- 
zation. The new company, known 
as Cheshire & Associates, has 
opened offices at 6533 Hollywood 
Blvd., Hollywood 28. 


Ad Agency Changes Name 
Rahn-Chlupp Associates Inc., 
Milwaukee advertising agency, has 
changed its name to Fred J. 
Chlupp Associates Inc. The or- 
ganization will continue at 606 W. 
Wisconsin Ave., Milwaukee 3. 


? advertisers 
si Write for booklet 


38 PARK PLACE, NEWARK 


2," 


*Indicates new listing in this column. 

*Jan. 20-21, 1950. New York State Pub- 
lishers Association, 29th annual conven- 
tion, DeWitt Clinton Hotel, Albany. 

Jan. 23-25, 1950. Newspaper Advertising 
Executives Association, annual conven- 
tion, Edgewater Beach Hotel, Chicago. 

Feb. 13-14, 1950. Inland Daily Press As- 
sociation, midwinter meeting, Congress 
Hotel, Chicago. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York, 

May 14-17, 1950. National Newspaper 
Promotion Association, annual conven- 
tion, Schroeder Hotel, Milwaukee. 

May 22-23, 1950. Inland Daily Press As- 
sociation, spring meeting, Congress Hotel, 
Chicago. 

May 31-June 3, 1950. Advertising Fed- 
eration of America, 46th annual conven- 
tion, Hotel Statler, Detroit. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual confer- 
ence, Hotel Biltmore, Los Angeles. 

Sept. 18-21, 1950. Financial Public Re- 


lations Association, 35th annual conven- 
tion, Hotel Statler, Boston. 

Oct. 9-11, 1950. Central regional meet- 
ing, National Newspaper Promotion As- 
sociation, Indianapolis. 

Oct. 23-24, 1950. Inland Daily Press As- 
sociation, annual meeting, Congress Hotel, 
Chicago. 


Switches to Cohen Agency 

The House of Westmore, New 
York, has appointed Harry B. 
Cohen Advertising Co. to han- 
dle advertising of Westmore cos- 
metics. Full-page, four-color inser- 
tions in national magazines are 
planned for 1950. Wesley Associa- 
tes, New York, formerly handled 
the account. 


Glasser Joins Calvert 

Jack Glasser, formerly with Li- 
censed Beverage Industries, has 
joined Calvert Distillers Corp., 
New York, as director of trade 
relations. John W. Roach, with 
Calvert since 1948, has been named 
director of public relations. 


WWSW Increases Power 
Station WWSW, Pittsburgh Post- 

Gazette affiliate, has increased its 

power from 250 to 5,000 watts and 


changed to 970kc frequency. 


The high, clear 


lead” counterbalanced by the sonor- 
ous, rambling tones of the “basso 
profundo” . . . all blending together: 
to create the type of heart-warming, 
toe-tickling type of harmony which . 
has delighted millions of Americans 
_ for years. “Mr. Jefferson Lord, please 
play that Barbershop Chord”. 
“Waiting for the Robert E. Lee” 
“I Had a Dream” .. . “Sweet Adeline 
. . Brother, when you hear folks” 
applauding songs like these . . . you 
can be sure you’re mighty close to — 
something typically and Genuinely 
American! In the same whole-hearted 
_manner of approval, Capper’s Weekly 
is welcomed into the thousands of 
homes which constitute the rich, able- 


=, 


" 


Genuinely 
American 


| 


as a 


barbershop quartette 


/ 


what it can do 


will show you 
Weekly as the 


ie 


to-buy ‘farm and rural town mark 
of Iowa, Nebraska, Missouri, Kansas 
and Colorado. Capper’s Weekly has 
a Genuinely American appeal to read- 
ers thru its unique HUMAN INTER. 
EST style of Editorial format . . 
which makes it a regular family read- | 
ing “must.” Discerning advertisers 
and their agencies know this high 
_ type of reader interest, in turn, pro- — 
duces definite advertising results. 
That’s why we say, “Put Capper’s 
Weekly on*that list”... Let it prove 


912 KANSAS AVEN 
. TOPEKA,KANSAS 


$ oe ine 
op eae =e eo ee 


for you! — 


YOUR COPY IS READY 


Write today for the new Market Data Book 
ies »,, “Facts About Capper’s Weekly Fam- 
ilies.” This valuable fact-filled market book 
how you can use Capper’s 
perfect 
rich midwestern areay 


test medium in this 


all a4- 
apper Publications, Inc. 


kg 
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Joyous Yuletide fills the air! 


verse to AA’s poetry corner. 


Newspaper Admen at Christmas 


It’s the weeks before Christmas—the admen are dreaming 
Of days that are coming—’tho now they are steaming; 
The publisher smiles as the cash register rings 

With three column tens and a few lesser things. 

The back room groans and cries for relief 

As the boys on the street keep on giving them grief. 
No time of the year gets so many folks mad— 

When really each one should be awfully glad. 

Old Santa may be the man of the hour 

But believe you me he gets us darned sour! 

With grocers and druggists pushing like hell 

To make it a happy and prosperous Noel; 

Not one of them will ever relent— 

So they push the average to 80%. 

Hours mean nothing, neither does time 

As we bring in the ads past the deadline; 

Girls in accounting measure like mad— 

Trying their best to catch every ad. 

Then, the day before Christmas, when we hope for the breaks 
We get a repeat—Oh, for gosh sakes! 

Greetings from here and greetings from there 


And then when finally the last .one is in— 

We’re ready for bourbon and scotch (make mine gin!) 
It’s the night before Christmas and as all can see— 
Admen lie dead ’neath the Christmas tree! 


It looks like the usual rough Christmas for admen, all right. Or 
don’t some of you poet-type readers agree? Send in your for-free 


—C, E. LINDEN, 
Advertising Manager, 
News, Iron Mountain, Mich. 


Adclub Adopts New Policy 
Toward Requests for Aid 


Directors of the Advertising 
Club of Minneapolis have voted to 
seek the cooperation of individual 
members in answering requests 
for assistance on various commun- 
ity and local business promotions. 

Adclub officers will attempt to 
find one or more members to work 
with the group requesting help, 
but will not give official sponsor- 
ship or approval to the activities: 
Volunteer members henceforth will 
represent themselves, not the club. 


Howard Gorman to Gaines 


Howard Gorman, formerly as- 
sistant manager of the dog food 
department, Swift & Co., Chicago, 
has been named associate adver- 
tising manager of the Gaines di- 
vision of General Foods Corp., 
Kankakee, Ill. He succeeds W. B. 
White, who resigned to join Leo 
Burnett Co., Chicago. 


Names Buchanan & Co. 


Utilities Control Service, San 
Francisco, has appointed Buchanan 
& Co., San Francisco, to direct its 
advertising. Trade publications and 
direct mail will be used. 


Mail Pouch Names Hoyt 


Charles W. Hoyt Co., New York, 
has been appointed to handle the 
account of Mail Pouch Tobacco 
Co., Wheeling, W. Va., maker of 
Kentucky Club smoking tobacco, 
Mail Pouch chewing tobacco, Melo 
Crown. cigars and other tobacco 
products. The company uses mag- 


azine, radio, television and outdoor. 


advertising. 


Kanana to Paris & Peart 


Kannengiesser & Co., New York, 
importer and distributor, has ap- 
pointed Paris & Peart, New York, 
to handle advertising of Kanana 
banana flakes, Kanana hearts of 
palm, dried whole Brazilian ba- 
nanas and a new product, Kanana 
syrup. The appointment is effec- 
tive Jan. 1. 


Named Advertising Manager 


Robert K. Boyle, formerly with 
the market research division of 
Seagram-Distillers Corp., has been 
appointed advertising manager of 
“Treuhaft’s Fair Trade Service,” 
New York state wine and liquor 
price guide, published by State 
—— Directories Corp., New 

ork. 


SERVING THE 


CHANNEL 2 


GREENSBORO, N. C. 
nw@{’”—- : 


RICHEST MARKET 


IN THE SOUTH’S NO. 1 STATE* 


6531 SETS IN USE AS OF NOVEMBER 1, 1949¢ 


SALES REPRESENTATIVES 
HARRINGTON, RIGHTER and PARSONS, INC. 


NEW YORK CITY: 270 Park Avenue 
MU 8-1186 


CHICAGO: Tribune Tower 
WH 4-0074 


, Owned and Operated by 
GREENSBORO DAILY NEWS and THE GREENSBORO RECORD 


*Source: Sales Management's “Survey of Buying Power’—1949 
{Source: NBC Research Dept. 
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CONFERENCE—Discussing a national ad in Dearborn Motors Corp.’s schedule are 
(left to right) James F. Pedder, advertising and sales pramotion manager of Dear- 
born Motors; Ray Simmons, vice-president and general manager, Meldrum & Few- 
smith, the company’s agency; and Richard P. Sloan, advertising and sales promotion 


nerware at $24.95, pays WVNJ $2 
per inquiry. , 

As on other stations, TV sets are 
a favorable pick-up-the-phone- 


right-now item, Vidcraft Television | 


Corp. and Admiral Corp. dealers 
are charged $5.35 per inquiry. 
Gimbel Bros., which recently 
started a 15-minute daily strip at 
the card rate, is carrying eight 
spots Monday through Sunday on 
per inquiry. 

WVNJ’s fare is largely musical. 
“We have found that carefully se- 
lected nostalgic music is most like- 
ly to get people to sit right down 
and order something,” Mr. New- 
man said. 


MAIL ORDER NETWORKS 
CLAIM 120 STATIONS 


‘ees 


‘ 


geles, and WGN, Chicago. - When 
the new service got under way in 
August, Mr. Kaye said stations 
could have a choice of payment on 
a per inquiry or time basis. 

KHJ, Don Lee station, devotes 
the 11 p.m.-midnight hour seven 
nights a week to mail order adver- 
tising. Station KFRC, San Fran- 
cisco, and KGB, San Diego, will 
soon go on the “network” at the 
same time. 

Several stations have increased 
the amount of time devoted to mail 
order products and programs, he 
said. In a couple of instances, sta- 
tions started on a test basis and 
later extended their contracts to 
cover stay-up-late shows. 


a Mr. Kaye said the advertising 


decorations. 


Direct Radio Sales, which last _ 


fall started-lining up companies for 
per inquiry radio use, is concen- 
trating on Christmas gift items, 
Donald Withycomb, president of 
the company, said. Between 50 and 
60 stations, ranging from high- 
power outlets to 250-watters, are 
carrying advertisements for Direct 
Sales items, he said. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million’ American Ne apend 
10 billion dollars a year! you have 
any other 


manager, Dealers Tractor & Equipment Co., Memphis distributor. Ford Tractor and New YorK—Mail Order Net-| list is being held to 15 products—| ¢ 
an ‘ood, drinks, ° 
Dearborn farm equipment distributors Pons Digg hand for a three-day conference in | Wor currently is servicing 60 sta-| ‘all we can expect to do a good Products to se “Teach this big buy. 


Per Inquiry 
Programming Is 
Fine for WVNJ 


Year-Old Station Bills 
$400,000, Is in Black, 
Thanks to Direct Selling 


NewarRK, N. J.—WVNJ, newest 
AM station to compete for dollars 
and listeners in the metropolitan 
New York market, finished its 
first year’s operations Friday with 
gross billings of $400,000 and no 
red ink. 

The 5,000-watt station has ac- 
complished this by carving out 
a special niche for itself and stick- 
ing pretty largely to it. Faced with 
the job of selling the station at a 
time when nobody knew just what 
it had to offer, WVNJ hit upon 
direct selling as a means of at- 
tracting clients. 

Announcers and disc jockeys 
doubled as salesmen who gave lis< 
teners the “call me now” pitch for 
goods plugged on the broadcasts. 
Time was offered on a per in- 
quiry basis or card rate. 


s Ivon B. Newman, general man- 
ager of the station, explained to 
AA his reasons for making WVNJ 
a direct selling operation. 

“We felt this would be the fast- 
est, surest way of determining the 
size of our audience and proving 
to advertisers the strength of our 
station as a sales force. Simul- 
taneously we were able to test 
our program formats and to col- 
lect useful data about our listen- 
ers.” 

Half the station’s dollar volume 
comes from per inquiry revenue, 
Mr. Newman said. Many manufac- 
turers and retailers who use the 
combination per inquiry-direct 
sales technique have relatively 
high-price items to sell. A great 
many of the advertisers who buy 
time on the card rate—which is 


frequently cheaper for them than| . 


per inquiry, according to Mr. New- 
man—use it for direct selling. 


can Limoge is still selling a huge 
percentage of all names that call 
in to the station.” 

The china manufacturer, which 
is offering an 86-piece set of din- 


tions—among them several high- 
power outlets, Harold Kaye, pres- 
ident of the network, reports. 
Among the stations which have 
been definitely identified as out- 
lets for Mail Order Network are 
WOR, New York; KHJ, Los An- 


job on at one time.” He says there 
is a long waiting list. 

Mail Order Network publishes 
a regular bulletin listing the big 
five mail pullers. Current pace set- 
ters are balloons, plastic articles, 
electric trains and Christmas tree 


h the Ne Ts 
magazines. Interstate SOnited News- 


ow advertisi in these 
publications reap big mastets and 


We've helped sell 
a lot of high-priced products 


It’s pretty well known that Campbell-Ewald has a way with high- 


priced merchandise. 


Among the products that we have successfully promoted are auto- 
mobiles and trucks, major household appliances, business machines, 


radios and steel buildings. 


All of these items command prices that prohibit casual buying. Yet 
all of them, to be sold in profitable volume, require advertising that 


makes them attractive to the mass market. 


Campbell-Ewald’s particular ability to create this kind of adver- 


tising is a matter of record. 


Campbell-Ewald in New York, as the TV center of an agency that 
pioneered in television, is finding this background invaluable. 


For television, by opening up such effective merchandising avenues 


as “mass’’ demonstration, offers heretofore unapproached opportun- 


ities for advertising high-priced merchandise. We have applied our 
experience to this new medium, and thus have fashioned another 
formidable instrument for promoting products at these price levels. 
At the same time, Campbell-Ewald has developed methods that help 
advertisers materially to reduce the expense of selling by TV. 

These are some of the reasons why Campbell-Ewald in New York 
has so rapidly taken its place among the leading advertising agencies of 
this city . . . reasons why Campbell-Ewald has added 50 per cent more 
people to its staff and tripled its office facilities within a single year. 


\S 


s Among the most successful per 
inquiry clients is American Limoge 
China Co., whose agency, Levy Ad- 
vertising Agency, Newark, reports: 
“The first week on WVNJ we de- 
livered 1,028 names to American 
Limoge. The second, 1,156 names, 
and the third, 1,045 names. It is in- 
teresting to note we have main- 
tained the volume of leads and 
also the quality. In short, Ameri- 


KLX Covers 


. OAKLAND, CALIFORNIA 
| BAT LOWEST COST PER 1,000. 


{ -. Represented nationally — 
4 » by Burn-Sm.th Co, Inc 


1 East 57th Street 
Corner of 5th Avenue 


CAMPBELL-EWALD COMPANY 


H. T. EWALD, President 


Advertising Well Directed 


DETROIT * NEW YORK + CHICAGO + LOS ANGELES * SAN FRANCISCO ~ 
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56 
’ Denman to World Color 


Carl Denman, formerly sales 
promotion manager in the Chicago 
office of James Huber Co., has 
been appointed general sales man- 
ager of World Color Printing Co., 
St. Louis. 


Nielsen Adds Ellington 

Ellington & Co., New York agen- 
cy, has subscribed to A. C. Nielsen 
Co.’s New York television index 
service. 


TIME SAVER 
OR PASTE UP 


CEMENT 
rea. ce srs /, RUBBER CEMENT. AEEDY WBE | 
"Cats baste-up time on Half “cw. som-v0ees 
SS RUBBER CEMENT co. 


FION. MICHIGAN AVE. CHICAGO), ILL. DEPT.A 
COMPLETE LINE OF ARTISTS MATERIALS 


Aim Primarily at Selling Sets, Pasternak 
Urges TV Stations in One-Station Areas 


Curcaco—The primary job of a 
television station in a one-station 
market should be the promotion of 
TV receiver sales, according to 
David Pasternak, promotion direc- 
tor of KSD-TV, St. Louis, and cir- 
culation promotion director of the 
St. Louis Post-Dispatch. 

Speaking to the Chicago Tele- 
vision Council on the subject of 
“Three years and $750,000 later,” 
Mr. Pasternak said that, from the 
time KSD-TV first went on the 
air, its executives have felt that 
its big job was to work with and 
for the TV set dealers, rather than 
to spend money promoting indi- 
vidual programs. 


WMT always 
Colfax iow 


The cold facts are these: Colfax and 1058 other 


communities in WMTland 


(within our 2.5 mv line) 


add up to a potential market of 1,121,782 people in 
the heart of the richest farming area in the world. 
Iowa’s 1948 per capita income increased more than 


that of any other state. 


WMT’s 600 kc signal gets 


down to Colfax—and out to all of WMTland—with 
a wallop that makes listening easy. 


The warm fact is that WMT’s programming 


makes listening easy and desirable. 


Exclusive CBS 


outlet for the area, WMT offers a loyal audience and 
a rewarding audience to advertisers who want results 


from their radio dollars. 
details. 


The Katz man has full 


CEDAR RAPIDS 


5000 Watts 


BASIC 


600 K.C. 
COLUMBIA 


_ Day & Night 
NETWORK 


He believes the fact that there 
are more than: 80,000 TV sets in 
the St. Louis area indicates the 
promotion has paid dividends. 

As for the $750,000, he explained 
that $350,000 of the total has been 
spent for facilities and equipment. 
The remaining $400,000, he said 
candidly, represents operating 
costs. 

However, the situation since has 
changed. With an hourly rate of 
$350 at present, the station now 
has a weekly income of $8,000, 
with about 68% of the total in- 
come from network commercial 
time and 32% from local commer- 
cial time. About 75% of the net- 
work programming is taken from 
NBC and the other 25% is di- 
vided among other networks. 


w Since operating costs are about 
$6,500 weekly, the station now ap- 
parently is operating in the black. 
However, administration costs still 
are beirig charged to Station KSD. 

After the first of the year, how- 
ever, Mr. Pasternak said that all 
operation, administration, depreci- 
ation and maintenance costs will 
be charged directly to the tele- 
vision operation. And he added, 
“Despite the added load of admin- 
istration, we expect to operate at a 
profit very soon.” 

The station now employs 30 
persons, 19 of whom are techni- 
cians. 

KSD-TV is the only video sta- 
tion in the St. Louis market. Five 
other VHF channels still are open 
for assignment, but there are six 
or seven applicants for the FCC 
permits. 


Garton, Arwell Name Agency 


Schoenfeld, Huber & Green, Chi- 
cago, has been appointed to handle 
the accounts of Garton Toy Co., 
Sheboygan, Wis., and Arwell Inc., 
Waukegan, Ill. Garton, manufac- 
turer of toys, wheel goods, sleds 
and croquet sets, will use news- 
papers and business papers, start- 
ing early in the new year. Arwell, 
sanitation engineer specializing 
in the food and beverage indus- 
tries, will use newspapers, radio 
and business papers. 


Insurance Co. Names Ayer 


Insurance Co. of North America, 
Philadelphia, has appointed N. W. 
Ayer & Son as advertising coun- 
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The Eye and-Ear Department 


& Rubicam. 


Television Network. 


Show.” 


This might be called “The Fred Waring Show Revisited”—or 
the second time this column has felt impelled to pay tribute to 
one of the most skillful, entertaining and adult shows on TV. And 
this time the tribute should be extended to include not only Fred 
Waring, but the sponsor—GE, and the sponsor’s agency—Young 


“The Fred Waring Show” was good to begin with, if only be- 
cause it began with one of the most superb musical aggregations 


Fred Waring puts his performers through 
their paces in “The Fred Waring Show,” 
a Sunday night attraction on the CBS 


ing. They impart useful and persuasive information in a way 
that leaves you feeling benefitted, rather than interrupted. And 
this is quite an accomplishment—for a show as superlatively good 
as this is nothing to be interrupted. 

This commentator has only one suggestion to make—and it is 
a very personal one. He feels the show should be introduced with 
the following announcement: “As a contribution to better tele- 
vision entertainment, General Electric presents The Fred Waring 


It might prove a helpful hint to television sponsors in general. 


in the country today. Ini- 
tially, Waring himself 
seemed uneasy with this 
new medium. But it didn’t 
take him long to develop 
an ingratiating noncha- 
lance that seems fitting 
for an entertainer who 
comes so personally into 
one’s living room. The 
manner in which he in- 
troduces numbers is as if 
he were a talented friend 
who dropped in for an 
hour, rather than the im- 
presario of a commercial! 
program. 

The commercials, too, 
are as easy to take as ice 
cream—and as nourish- 


Shedd Elected President 


H. F. Shedd, president of Shedd- 
Brown, Minneapolis, has been 
elected president of Graphic Arts 
Industry Inc. Other officers in- 
clude L. R. Johnson, A. G. John- 
son Electrotype Co., treasurer; 
Paul Ocken, vice-president and 
general manager; Grace Downing, 
executive secretary; and ; 
Johnston, director of cost and pro- 
duction engineering. S. Walter 
Sears, Mono-Trade Co., Minneap- 
olis, has been reappointed head of 
Graphic Arts Educational Founda- 
tion Inc. 


Ciba Names Briggs & Varley 


Ciba Co., New York, producer 
of dyestuffs, chemicals and auxil- 
iaries, has appointed Briggs & 
Varley Inc., New York, to handle 
all advertising, effective immed- 
iately. 


Swanson Joins Fadell Co. 


Algot E. Swanson, for the past 
year advertising supervisor for the 
Pasadena, Glendale and Studio 
City editions of the Los Angeles 
Independent, has joined Fadell 
Co., Minneapolis, as account exec- 
utive. Mr. Swanson has been re- 
tail advertising manager of the 
Minneapolis Journal; retail sales 
promotion manager of the Min- 
neapolis Star; on the ad staff of 
the New York Sun; and has worked 
for Batten, Barton, Durstine & Os- 
born and McCann-Erickson. 


Appointed by Trade Fair 


First United States International 
Trade Fair, Chicago, has appointed 
Robert G. Simms-St. Martini, for- 
merly graphic arts director of W. 
L. Stensgaard & Associates, as pro- 
duction director and public rela- 
tions assistant. 


‘THE AMERICA 
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*Through the distribution of 
National Service Life Insurance Refunds. 
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C. D. Newell 


Wm. Reydel 


G. E. 


Hoyt R. R. Newell 


Newell-Emmett Pariners Incorporate 
as Cunningham & Walsh; Maloney Out 


(Continued from Page 1) 
treasurer. 

Strobridge once remarked ir- 
reverently that the agency began 
like a Mexican army, with five 
partners and two employes—a tel- 


ephone operator and a stenog-|' 


rapher. 

William Reydel and C. S. Walsh 
arrived during the first week in 
April; Cunningham came on May 
28, 1919, fresh from the Navy; F. 
H. Walsh came on Aug. 4, after oc- 
cupation duty with the Army in 
Germany. ; 

Before the year was out, the 
company secured the Western Elec- 
tric Co. account and Johns-Man- 
ville. Shortly thereafter it an- 
nounced it would accept no ad- 
ditional business for the present— 
a highly revolutionary procedure 
then. 


as Of the original partners, Beatty 
died suddenly in 1931, and Em- 


| Sherwin-Williams _ Co., 


mett resigned from N-E because 
of ill health, but continued close 
contact with the company until 
his death in 1935. The agency 
moved to its present address in 
1927. 

The agency currently has 31 ac- 
counts, including Liggett & Myers 
and Western Electric, which it has 
handled since 1919. 


ws The decision to revamp the agen- 
cy, however, was undoubtedly 
spurred by N-E’s postwar history. 
In the postwar period, it has added 
the Coast Guard, Texas Eastern 
Transmission Corp. and Texas Gas 
Transmission, Electric Auto-Lite’s 
radio and TV, E. R. Squibb & Sons, 
General Chemical division of Al- 
lied Chemical & Dye, Director 
Products Corp., and Murray Corp.’s 
new home appliance division. 

In the same period, it has lost 
Pepsi-Cola Co., Bigelow-Sanford, 
Beechnut 


Packing Co., Popular Publications, 
General Electric’s home appliances. 
And when Sylvania Products 
brought out its new television sets, 
Kenyon & Eckhardt got the ac- 
count. 


DETAILS ON MALONEY 
SHIFT INDICATED 


New YorkK—Thomas J. Maloney, 
the Newell-Emmett partner who 
elected not to go along in Cun- 
ningham & Walsh (see Page 1), 
will become a member of the firm 
and executive officer of Cecil & 
Presbrey, on Jan. 3. 

Mr. Maloney was partner in 
charge of public relations and mer- 
chandising, and co-partner in 
charge of radio and television. 

Behind the joint announcement, 
which will shortly be made by 
James Cecil and Mr. Maloney, is 
also a shift of accounts. Just which 
accounts would move with Malon- 
ey to C&P was uncertain, but the 
advertising grapevine said the ac- 
counts affected might total more 
than $2,000,000 in billings, and Ma- 
loney is expected to move about 
15 people, including three account 
executives. 


ROLAND ULLMAN SR. 

PHILADELPHIA—Roland G. E. Ull- 
man Sr., 61, head of the agency 
bearing his name, died Dec. 1 at 
his home in nearby Swarthmore. 

Mr. Ullman, who served as pres- 
ident of Eastern Industrial Adver- 
tisers from 1935 to ’37, established 
his own company, the Roland G. 
E. Ullman Organization, in 1928. 
Previously he had been associated 
with the former McLain-Simpers 
Organization. 

He inaugurated a course in ad- 
vertising, marketing and merchan- 
dising at Cornell University, and 
for a number of years served as a 
lecturing professor there. He also 
conducted courses in advertising 
at the Wharton School, University 
of Pennsylvania. 

Mr. Ullman’s two sons, David U. 
and Roland Jr., are officers in the 
agency. 


W. LEE MORRISON 
ATLANTA—William Lee Morrison, 
54, owner of W. Lee Morrison & 
Son, advertising specialty com- 
pany, died at his home here Dec. 
2 of a heart attack. Mr. Morrison 
formed the company in 1922. 


ARNOLD G. MAGUIRE 
HoLttywoop—Arnold G. Maguire, 
49, West Coast director of tele- 
vision for Foote, Cone & Belding, 
died Dec. 5 at his home in North 
Hollywood, following an illness of 
several months. He entered the 
tadio field in 1930 and served as 
writer-producer for several Bay 
Area stations. He joined FC&B in 


1941 as producer of the Kay Kyser 
show, subsequently producing sev- 
eral other programs for the agen- 
cy. He became a video director in 
1945. 


AUGUST BUSE 
JOHN McDEVITT 
PHILADELPHIA—August G. Buse, 
71, retired assistant advertising 
manager of the John B. Stetson 
Co., died Dec. 3 at his home in 
Manasquan, N. J. Mr. Buse joined 
the company in 1899, becoming 
assistant ad chief in 1912. He re- 
tired in 1945. F 
John J. McDevitt, another vet- 
eran member of Stetson’s advertis- 
ing department, died at his home 
Nov. 30 after a brief illness. He 
had been with the company for 
nearly 50 years. 


WILLIAM D. KEENAN 

INDIANAPOLIS—William D. Keen- 
an, 67, formerly with the advertis- 
ing department of the Indianapolis 
Star, died Dec. 6 after a lengthy 
illness. Mr. Keenan retired in 1944 
after serving 38 years with the 
newspaper. 


LOUIS G. JONES 

Woopstock, N. Y.—Louis Gold- 
smith Jones, 82, former newspa- 
per man.and circulation director 
for national magazines, died at his 
home here last week. 

Mr. Jones worked with several 
Chicago dailies and the Kansas 
City Journal before joining the 
circulation department of Curtis 
Publishing Co. in Philadelphia. 


After 20 years with Curtis, he be- 
came circulation director of the 
Crowell Publishing Co. in New 
York, shortly after the end of the 
first World War. He retired in 
1941. 


JOHN B. MULFORD 

PHILADELPHIA—John Brantley 
Mulford III, dean of the Charles 
Morris Price School of Advertising 
and Journalism, died suddenly Dec. 
4 while visiting friends. 

Mr. Mulford, who was 59, was 
a member of the Poor Richard 
Club, which sponsors the adver- 
tising school. He was a former 
president of the old England-Wal- 
ton Leather Co. and later served 
with the Cramp Shipbuilding Co. 


Quaker Oats Co. Signs 
‘Quick as a Flash’ 


“Quick as a Flash” will be heard 
over ABC starting Dec. 12 for 
Quaker Oats Co., Chicago. The 
cereal manufacturer, through Price, 
Robinson & Franks Inc., will carry 
the 30-minute quiz three times 
weekly at 11:30 a.m., EST. Tues- 
days and Thursdays it will be aired 
as a sustainer. 

This program formerly wés a 
Saturday night attraction over Mu- 
tual under the sponsorship of Hel- 
— — Co. That series ended 


Two Join Beaumont & Hohman 
Allan S. Brown, formerly with 
Hill Blackett & Co., has joined the 
copy staff in the Chicago office of 
Beaumont & Hohman. Frank S 
Salgan has joined the agency as a 
production assistant. ’ 


FCC's Coy Upholds 
Zenith’s Testing 


of Phonevision 


WASHINGTON—The Federal Com- 
munications Commission told Ze- 
nith Corp. Thursday that it will 
have to submit to a full-dress pub- 
lic hearing before it can expect 
a license for experimental tests 
of its Phonevision system. 

With Chairman Wayne Coy and 
Commissioner George Sterling dis- 
senting, the commission said it 
wants to know about the con- 
tractual arrangements between Ze- 
nith, Illinois Bell Telephone Sys- 
tem, and “Teco,” a special cor- 
poration established for the pur- 
pose of promoting the “wired” TV 
system, which is to provide pro- 
gram service to home owners who 
are willing to pay regular fees. 
The hearing date was fixed for 
Jan. 16, 1950. 


a In a bitter dissent, Chairman 
Coy said there is no reason to have 
a hearing until after Zenith has 
set up and tested a model Phone- 
vision service, which it proposes 
to provide for 300 home owners 
in a Chicago suburban district. 
Chairman Coy said: “All too often 
the commission is required to reach 
important decisions without the 
benefit of actual experimentation. 
If we have the opportunity to have 
that experimentation we should 
welcome it.” He suggested that 
Phonevision get a three-month ex- 
perimental license. 


Sawyer Appoints 
Ist Ad Advisory 
Unit in Commerce 


(Continued from Page 1) 

As far back as September, Mr. 
Sawyer indicated his interest in 
the fact that advertising was one 
of the few major industries with 
no special representation in the de- 
partment. 

At private meetings with leaders 
in advertising, he noted that ad- 
vertising had grown from a half 
billion dollar industry in 1900 to 
nearly $5 billion in 1948. He 
said he hoped the advisory com- 
mittee could be formed to assist 
in the establishment within the 
department of a special service 
unit to look after the interests of 
advertising within the government. 


a Chief function of such a unit 
would be to look out for statistics 
and other data useful to advertis- 
ing people. Currently, advertising 
is one of 25 commodities handled 
by the eight-man staff of the gen- 
eral products’ unit of the Office 
of Domestic Commerce. A recent 
report on the growth of television 
is one of the few publications pro- 
duced specifically for the use of 
advertising people. 

At a_ get-acquainted meeting 
Friday, three committees were ap- 
pointed: 

An organization committee, un- 
der C. J. LaRoche, to define the 
job and set up committee structure; 
a committee, under Fairfax Cone, 
to explore the possibility of setting 
up an advertising unit in the De- 
partment of Commerce; and a com- 
mittee on statistics and informa- 
tion, under David Howe, to study 
statistical services and dissemina- 
tion of needed facts to the industry. 


Lebow to Open Own Office 
Victor Lebow, vice-president in 
charge of sales and advertising of 
Chester H. Roth Co., hosiery man- 
ufacturer, will open his own of- 


.|fice as marketing consultant on 


Jan. 1 at 347 Madison Ave., New 
York. 


Ads’ Usefulness 
Draws Scrutiny 


of Senate Group 


Producers Asked for Data 
on Costs; Swift & Co. 
Defends Big Ad Budget 


WasSHINGTON—The functicn of 
advertising in promoting the sale 
of consumer goods came under 
critical study last week by a Sen- 
ate agriculture subcommittee which 
is trying to find out why the 
prices received by farmers are 
falling considerably faster than 
the retail prices paid by the pub- 
lic. - 

Agriculture committee staff 
members have asked some of the 
largest producers of cereals, soaps, 
shoes, bakery products and meats 
for detailed expenditure figures. 

These reports will be closely 
examined, the committee counsel 
told ADVERTISING AGE, in an effort 
to determine the cost of advertis- 
ing in the distribution and sale of 
brand name goods. 


a Sen. Guy Gillette (D., Ia.), sub- 
committee chairman directing the 
investigation, says he acknowledges 
the importance of advertising in 
creating demand for good things. 

But, asks Sen. Gillette, “does 
advertising increase the over-all 
demand for the products of the 
farm, field and orchard, or does 
it merely channel business from 
one brand to another?” 

He got one answer Thursday 
from Henry B. Arthur, research 
economist with Swift & Co. Mr. 
Arthur says Swift believes that ad- 
vertising is an important factor in 
improving standards of living. 

“We think food is more than fuel, 
and we are spending $17,000,000 a 
year for advertising because we 
want to whet the public’s appetite 
for better things,” Mr. Arthur said. 

Mr. Arthur said the $17,000,000 
advertising expenditure amounted 
to less than 72/100ths of 1% of 
Swift’s total sales of $2,361,000,000. 
“If the firm’s entire profit were 
turned over to farmers, it would 
have amounted to only a fourth of 
a cent a pound,” he observed. The 
Swift spokesman blasted govern- 
ment home economists and college 
research experts for issuing litera- 
ture which approaches food in 
terms of “a body fuel.” 

“We go to great lengths to add 
new accessories and gadgets to our 
automobiles, clothes and homes 
with the idea that they give satis- 
faction,” he declared. “Then we 
turn to food, meat in particular, 
and, instead of building it up in 
the mind of the consumer as one 
of the greatest potential sources 
of satisfaction, we tear it down 
and count calories, proteins and 
vitamins in an effort to find the 
cheapest substitute that the body 
will digest.” 


a The committee will not disclose 
advertising expenditure figures 
submitted by individual companies, 
Paul E. Hadlick, committee coun- 
sel, told ADVERTISING AGE. He said 
Swift used its own judgment in re- 
leasing its advertising expenditure 
figure. 

In raising the advertising ques- 
tion, Sen. Gillette pointed out that 
the committee has already noted 
that advertising expense for break- 
fast cereals runs considerably high- 
er than expenditures for dairy 
products and baked goods. As he 
sees it, the chief effect of brand 
name advertising may be a larger 
share of the market for the adver- 
tising company, rather than a larg- 
er market for the total product of 


the farm. 
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Will Publish Shipping Annual 

Traffic World, Chicago, will pub- 
lish the 14th “Perfect Shipping 
Annual” on March 25, 1950. The 
entire issue, editorial and advertis- 
ing pages, will be devoted to ship- 
ping and handling of freight. 


Doremus Names Barnett 

Harry L. Barnett has been 2 
pointed account executive in 
general advertising division of 
Doremus & Co., Boston. ; | 


Zimmer-Keller Promotes Two 
Harry W. Calvert, with Zimmer- 
Keller, Detroit agency, for the past 
five years, has been named execu- 
tive vice-president of the agency. 
Max Denomme, head of the ac- 
counting department, has been ap- 
pointed assistant treasurer. 


Wheelock Adds Bennett Kolb 

Ward Wheelock Co., Philadel- 
phia, has added Bennett Kolb to 
its staff as a copy executive. 


‘THESE ARE THE 16,000 READERS | 


(x 


THE PACKER (© 


weekly newspaper of 
the giant Fresh Fruit 
and Vegetable Industry 


ABC Audit Report is actually a 


FPN 


THE PACKER’S just-published 


Sellers’ Guide to the Fresh Fruit 


and Vegetable Industry: Packer readers do 85% to 90% of the in- 
dustry’s $6 Billion annual volume. Audit figures show how many 
readers are interested in the equipment or processes you are selling. 


_Advertisers are finding that even 


the smallest reader divisions are 


reached more effectively through THe Packer than by any other 
method, This is because THe Packer is read and read thoroughly 
Letters from industry leaders, the men who do the actual 


buying, prove it essential in this fast moving business. 


wea\y ‘Get all the facts. Your PACKER Media File and 
(rues | ABC statement will be sent on request. 
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Conover-Mast Finds British Socialism 
Completely Controls Private Business 


New YorK—Following a per- 
sonal, on-the-spot survey of Brit- 
ish industry, the editors of Con- 
over-Mast’s Mill & Factory and 
Purchasing have published the 
first in a series of reports in De- 
cember issues of the publications. 

Carl C. Harrington, editor of 
Mill & Factory, asserts that the 
British government now has al- 
most complete control over pri- 
vate industry. 

It has, he says, power to allocate 
raw materials, control over fuel 
and power, control of labor sup- 
ply, power to set export quotas, 
price control over staple goods, 
high taxes on luxury items and 
power to grant or refuse requests 
for new machinery. 


a Also, the government must pass 
on all requests for imports; it can 


as 
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specify the location of both new 
plants and plant additions; it con- 
trols et eee supplies, passes 
on applications for new capital, 
limits the amount of company div- 
idends (through “voluntary” agree- 
ment) and it specifies the amount 
of gasoline a company may use. 
Stuart F. Heinritz, editor of Pur- 
chasing, says that British manu- 
facturers are hampered in pricing 
export products competitively be- 
cause of inflexible buying prac- 
tices imposed by the government. 
British purchasing agents, he 
continues, are compelled to buy 
many of their raw materials from 
or through the government. As a 
result, industrialists have no con- 
trol over the quality of the ma- 
terials they buy. They take what 
they can get or they don’t get it. 


As a result of their investigation 


of British industrial plants, dis- 
cussions with corporation execy- 
tives and study of governmental 
regulations, Mr. Harrington con- 
cludes that British production in- 
centive has been seriously under- 
mined. Mr. Heinritz asserts that 
competition has been made in- 
competent. 

Principal problems in the im- 
mediate postwar years, according 
to Mr. Heinritz, stem from the need 
for food. “Food,” he says, “is the 
individual Britisher’s No. 1 prob- 
lem, and the nation’s problem, too. 

“Britain must import, and event- 
ually these imports must be paid 
for. The only answer lies in the 
production of manufactured pro- 
ducts, and corresponding exports 
m a highly competitive world mar- 

et.” 


= Next to food, he says, raw ma- 
terials are the major problem. 
Britain has plenty of coal, a fair 
supply of iron ore and some good 
hardwood. Beyond these items, ma- 
jor raw materials must be im- 
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levisi Hardware Co., Denver, of which|| @ ‘ett station, KIOA will serve you ad-  @ 
SERVICE—Henrietta Force, Time Inc. telephone operator, received congratulations oak Goin, teiky aoiioneens wane he is president. Mr. Moore has been tay he eet I ar — 
nil from Roy E. Larsen, president, at a party honoring her as the fourth Time employe, automobil . d : hing| With the station since 1929. Earle|| @ abilities are yours for the asking, @ 
m. and first woman, to complete 25 years of consecutive service. Only Henry Luce, mobiles, and nearly everything C. Ferguson, production manager, - + See ony Paul Raymer man or 
ir editor-in-chief; Mr. Larsen; and Howard Black, executive vice-president, have longer he would like to have. will succeed Mr. Moore. William|| ¢ _ Pek to. FA, Bee Meine. e 
od service than Miss Force. “With all this.around him, he Walker, writer-producer, will be- #10,000 Watts day, 5,000 Watts night 
al P wears durable but drab styled come production manager, replac-|/ ¢ e e e e e e e 
n- ported—and paid for. ated and the crisis is more acute|“!°thes, eats off of plain dishes, | ing Mr. Ferguson. 


Neither problem is new, but the 
loss of colonial resources and in- 
come from foreign investments 
makes it imperative that British in- 
dustry “be geared to low-cost pro- 
ductivity to compete for trade in 
world markets.” 

But this, to date, has not been 
done. British industry traditionally 
is non-competitive and has de- 
veloped under a “live and let 
live’ philosophy. Further, “stand- 
ardization is in its infancy... and 
mechanization still has a long way 
to go.” 


s Also, there is the vast increase 
in governmental control powers. 
Says Mr. Heinritz: “After four 
years, in which more and more of 
the plans have been imposed upon 
the nation, the objectives are no 
closer to attainment; the economic 
conditions have, in fact, deterior- 


than ever.” 

In addition to the fact that the 
industrial plant is antiquated and 
the government employes have 
been doubled, he cites the innum- 
erable difficulties a manufacturer 
must face—and overcome—to get 
even one piece of needed ma- 
chinery. 

As a result, there is a great deal 
of waste and inefficiency. Costs 
are higher, he says; it is difficult 
to build a new plant or an ad- 
dition to an old plant, and it is 
practically impossible to market a 
new product. 


a Mr. Heinritz concedes “that con- 
trols are necessary for the orderly 
and equitable distribution of the 
limited raw material supply.” But 
instead of setting up an import 
licensing system, comparable to 
the American priority system, “the 


new regime arrogated to itself the 
function of acting as purchasing 
agent for the nation” and has 
“bungled Britain’s buying.” 

In his article in the December 
Mill & Factory, Mr. Harrington 
charges that “in order to get votes, 
the socialists have embarked on an 
expensive welfare program that 
even a country as rich as the 
United States could not afford... 
They have relied on slogans, pleas 
and threats. Their tax program 
seems purposely designed to kill 
both. individual and business in- 
centive.” 


e “One of the major gripes of the 
average Briton,” he writes, “is the 
double standard of quality under 
which he is forced to live... The 
store windows are full of radios, 


listens to an old-fashioned or very 
inferior radio, and probably does 
without many of the household ap- 
pliances available in the stores.” 

The result, according to Mr. 
Heinritz, is an unhappy group of 
consumers. “Small wonder,” he 
says, “that the disillusioned people 
are spending nearly one-quarter 
of their income today on beer (de- 
spite 133% tax), movies (70% 
tax), cigarets (366% tax), football 
and racing, while mass production 
methods in more staple lines are 
hampered by lack of a domestic 
market.” 


Moore to Leave KOA 


Fortson to Head Publicity 


John L. Fortson, formerly with 
the radio-television department of 
N. W. Ayer & Son, has joined the 
National Society for the Preven- 
tion of Blindness as director of 
public relations. 


Lowrie to ‘Dental Survey’ 


G. Victor Lowrie has been named 
assistant publisher of Dental Sur- 
vey, Minneapolis. 


Clarence C. Moore has resigned 
as program manager of Station’ 
KOA, Denver, effective Dec. 31, 
to take over operation of Moore 


PUBLIC. SALE: 


sors. Now for sale at lowest rates by 
KIOA. As Des Moines’ only 10,000* 


“ How’s Busi ness 


é - 18th Annual Market Study 
ef Baking Industry 


Keep Your Eyes on Charleston, S. C.! 


TWENTY-TWO MILLION DOLLARS 
IS A LOT OF MONEY! 


NEW AND AUTHORIZED CONSTRUCTION PROJECTS IN 
THE CHARLESTON METROPOLITAN AREA WILL EXCEED 
THIS FIGURE AND WILL TURN LOOSE PLENTY OF 
SPENDING MONEY. 


The total of $22,000,000 plus, of new construction, just 
started or to be started shortly, was compiled by the 
Charleston Chamber of Commerce, and the total includes 
such major projects as: 


Flev first-hand information — useful 
market data about bakers, from bakery owners and 
executives in all sizes and types of bakeries. Bakers 
study these reports with keen interest. It's BAK- 
ERS’ HELPER’s 18th annual service to the indus- 
try. This complete Baking Industry Market Study 


West Virginia Pulp & Paper Co. plant additions................ $4,500,000 will be featured in BAKERS’ HELPER Annual 
; Virginia-Carolina Chemical Co. plant additions................. 4,000,000 Survey Issue, January 21, 1950. 
Sergeant Jasper Apartment Building.......................4. 2,500,000 
New Medical College of S. C.............0.00c0ceccceeeeeees 4,500,000 Why BAKERS’ HELPER Annual Survey Issue 
New Pinehaven Sanatorium................0cecceecescueees 600,000 | ti 
New Bridge over the Ashley River..................0.0e0euee 1,250,000 is | i to Adv 
New Bridge over the Stono River...............s.seeeeeeeees 300,000 1. Because these reports will be studied by bakers and 3. Because it is a report on your own customers —a 
Additions at The Citadel, Mil College of S.C.................... 750,000 executives —the men who buy your equipment and basis on which you can formulate your selling pro- 


supplies. gram for 1950. 
Also several industrial plants costing from $30,000 to 
$100,000, as well as other apartment and dwelling construc- 
tion projects costing more than $1,000,000; new and re- 
modeling construction of churches $2,000,000 and new 
paving jobs in Charleston city and county $1,000,000. 

* Effective B Income of the Charleston Metropolitan County Area in 1948 


was $219,019,000, and in the prosperous 18 county Charleston Trading Area 
was $554,832,000. 


* Retail Sales of the Charleston Metropolitan County Area in 1948 totalled 
$116,756,000, and in the 18 county trading area totalled $365,577,000. 


(*—1949 SALES MANAGEMENT “Survey of Buying Power’’) 


Charleston's 1949 ABC Zone Population 
Is 130,693, enc, Prony vd omen 


2. Because your sales message strikes bakery-buyers 
at the psychological time—when you are favored with 
their close attention and interest. 


No increase in advertising rates! For more facts and 
copy of the Market Study, mail coupon below. 


geric es! Manufactur 
( Market Stu 


- BAKERS’ HELPER, The Baking Industry Magazine 
Room 1721—105 West Adams St., Chicago 3, Ill. 


* 
' 
| 
Send me copy of 18th Annual Baking Industry Market ' 
Study as soon as available. No obligation, of course. : 
4 
é 
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Abide 


THE CHARLESTON EVENING 


~The News and Courier raid Cheuton eR Ae ea tees Os aga a 
Filey CHARLESTON. SGUTH CAROLINA - Baking Industry rahe G 
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AANR Preparing 
‘Speak Up’ Plea 
to U.S. Business 


(Continued from Page 1) 
utives, labor and government of- 
ficials, will figure as the focal 
point of the representatives’ ’50 
project. They intend, early next 
year, to offer top management of 
individual companies a_ specific 
“Speak Up” plan, with readership 
results, success stories and sug- 
gestions as to copy themes. 

The new presentation pulls no 
punches in charging that the ad- 
ministration has declared war on 
business, and pointing out that 


business is on the defensive. Citing 
the current Atlantic & Pacific Tea 
Co. ad series presenting its case 
in the federal anti-trust suit, it 
adds: “If only A&P had told its 
big story to its customers, its work- 
ers, its neighbors and friends, a 
year or more ago, just think what 
the immediate and positive reac- 
tion would have been when the 
suit was filed. It’s a lesson for 
other companies.” 


= Business should consider the 
cost of “Speak Up!” advertising 
as a kind of insurance premium 
against the dangers which now 
confront it, Mr..Worthington em- 
phasized. 

“Each individual business must 
speak up,” he said. “The job must 
be done by every corporation with 
assets to preserve, with stockhold- 
ers to assure, with management 


it’s only to v 


coverage of KXOK... 
or call your John Blair man. 


BUT THE ODDS ARE IN YOUR FAVOR when you pick Charley Stookey's 
“Town and Country" program on KXOK to sell farm products. Persua- 
sive salesman, Charley Stookey, is widely known in KXOK-land, with 
legions of listeners from 6:00 to 7:30 a. m., Monday through Satur- 
day. To build sales in the vital-to-advertisers 112-county, 5-state 
phone, wire, write for availabilities today . . 


630 KC 5,000 WATTS FULL TIME BASIC ABC 
—IN BIG ST. LOUIS 


eauinsi 


your 


400 North Rush Street 


FOR ENGRAVING 


Ghithorn FOR PRINTING 


FAITHORN. is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


Gaithom Corporation 


¢ Chicago 11, Illinois © 
Telephone WHitehall 4-2300 


needing incentives, with workers 
to keep happy and efficient, and 
with customers to be sold not only 
products and services, but confi- 
dence and lasting loyalty. 

“This is a job that must be done 
through newspapers, which are 
made to order for it. Newspapers 
differ from other media because 
they are especially edited for the 
community in which they are pub- 
lished, and everybody in each 
community. All business is local, 
and the vital factor of newspaper 
effectiveness is localness.” . 


= The representatives’ one-day 
meeting, attended by 76 members 
from 33 companies, included a 
discussion of the sound-color movie 
now in production in Chicago. The 
film, to be titled “Johnny on the 

Spot,” will be sponsored by the 
Chicago chapter. The production, 
telling the story of newspaper ad- 
vertising, its effectiveness and how 
it is sold, is expected to be com- 
pleted in time to feature AANR’s 
portion of the program for the 
January sessions of the Newspaper 
Advertising Executives Association 
in Chicago. 

All regional chapters and asso- 
ciate members of AANR will be 
furnished with copies of the film, 
specially edited for the areas in 
which it will be shown under their 
auspices. 

In addition to the election of 
Mr. Worthington as president, Lee 
Ward, president of Ward-Griffith 
Co., was named vice-president of 
the ‘national organization, and Paul 
V. Elsberry, vice-president of 
Sheerer & Co., was made treasurer. 
Douglas Taylor, J. P. McKinney & 
Son, was reelected secretary, a post 
he has held since the associa- 


tion’s early days. 


= AANR’s new board of directors 
will include Henry A. Slamin, 
George A. McDevitt Co., Chicago; 
Thomas Walker, Sawyer-Fergu- 
son-Walker Co., New York; Charles 
D. Buddle, J. P. McKinney & 
Son, Chicago; S. P. Mahoney, 
Burke, Kuipers & Mahoney, New 
York; W. A. Daniels, Scripps-How- 
ard Newspapers, Chicago; Preston 
Roberts, O’Mara & Ormsbee, De- 
troit; James Jones Jr., Scripps- 
Howard, Detroit; William E. Peters, 
Hearst Advertising Service, San 
Francisco; Clark Biggs, Moloney, 
Regan & Schmitt, Los Angeles, and 
John Skelly, George A. McDevitt 
Co., Philadelphia. 

Ex-officio members of the board 
are Vincent Kelley, Jann & Kelley, 
president of the New York chapter, 
and E. M. Roscher, St. Louis Post- 
Dispatch, president of the Chicago 
chapter. 

Jack Gross, Joseph Katz Co., 
New York, was elected publicity 
director for AANR, and-F. F. Par- 
sons, Ward-Griffith Co., was re- 
appointed editor of its bulletin. 


Chamberlain Names BSF&D 


Brooke, Smith, French & Dor- 
rance, Detroit, has been named to 
handle the advertising of Cham- 
berlain Co. of America, manufac- 
turer of metal weather strips, 
metal insect screens, rock wool in- 
sulation, storm windows and doors 
and calking. Emphasis will be 
placed on newspaper advertising 
throughout 1950. 


CBS Changes Affiliates 


Three new call letters will be 
added to the Mountain Group of 
the Columbia Broadcasting Sys- 
tem effective Jan. 1. New Arizona 
stations are: KOOL, Phoenix, re- 
placing KOY; KOPO, Tucson, re- 
pecns KTUC; and KCKY, Cool- 
dge, replacing KSUN, Bisbee. 


NBC Signs 172nd Outlet 


KIT, Yakima, Wash., will af- 
filiate with NBC on Jan. 1. The 


watts day and 1,000 watts night, 
is the 172nd to sign with the net- 


oO eae he reo =e 
* me ~ RS dey * 
ogee ee i a a 
ie eal a a 
oye a £3 eee t ae 
ee ‘ : 


Advertising Age, December 12, 1949 
And Sia A Liquor of the Month Club 


New Yorx— 


What its origina- 
tor calls “the 
freshest idea in 
the ‘liquor busi- 
ness in many 
moons,” broke 
here last week 
in the New York 
Times in a 1,000- 
line ad introduc- 
ing the Liquor of 
the Month Club. 
This “club” of- 


(nt te ee 
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fers seven dif- 


ferent plans for 


having different 


assortments of 
liquor delivered 


quarterly; month- 
ly or on special 
occasions to busi- 
ness associates, 
customers and friends. 

The idea was originated by Mar- 
vin Cassells, president of Cassells 
Wines & Liquors Inc., and is un- 
derstood to have passed the scru- 
tiny of the State Liquor Authority 
after a number of conferences. It 
is operated at present by Cassells 
only. 


@ Present ad planning calls for 1,- 
000-line ads about once a week in 
the Times, and full pages weekly 
in The New Yorker and Women’s 
Wear Daily. In addition, 50,000 
mailing pieces are being sent to a 
selected list of residents in the 
metropolitan suburban area. Rock- 
more Co. is the agency for the 
new promotional group. 

Standard brands of liquor will 
be delivered monthly under the 12- 
month plan for $74.50, or for $18.50 
under the three-month plan. Free 


delivery is made within a 40-mile 
radius of New York City. 


= Because of legal restrictions no 
deliveries are made out of the 
state. Since liquor prices are fixed 
by law the advantage of the club 
idea is not in price, but in- novelty 
and convenience. 

When Cassells receives an order 
under the plan, the person to re- 
ceive the gift gets a card advising 
him of what he is to receive and 
when, and that he has been en- 
rolled as a member of the Liquor 
of the Month Club by courtesy of 
whomever is making the gift. 

The club idea will not be limited 
to the holidays, but will be op- 
erated as a continuing project 
throughout the year. Advertising 
plans for 1950 are now being 
worked out, Milton M. Rockmore 
told AA. 


station, which operates on 5,000]. 


Worcester’s Wondrous Twins: High Buying 


Power and Intensive Newspaper Coverage 


WORCESTER 


in the nation 
in Per Capita Food Store Sales 


Worcester, a Prosperous major market, rates high 
among the nation’s leading wholesale grocery trading 


areas, according to Sales Management data. Per capita 
food store sales at retail in 1948 soared to $267 (on the 
basis of area population of 602,900), to place Worcester 
18th in the nation. Total food sales. of $160,811,000 
bring the Worcester Market into 46th position nationally, 
‘twenty-one notches higher than its population rating. 
Quality index stands high as well, at 125. 

The way to these Central New England families’ 
appetites is through food advertising in the Worcester 
Telegram-Gazette, the newspapers that completely blan- 
ket the area. Daily circulation. in. excess of 140,000. 


Sunday over 100,000.. 


Source: Sales Management's November 10th “Survey of Food and Automotive Markets” 


Ve TELEGRAM -GAZETTE 


mye 


WORCESTER, MASSACHUSETTS | 
GEORGE F BOoTM Publisher- 


“MOLONEY, REGAN SCHMITT, INC., NATIONAL REPRESENT 


work’s sound broadcasting divi- 


sion. 
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Medical Group 
Votes $25 Levy 
for ‘50 Campaign 


WASHINGTON—Warned that med- 
icine faces its “Batfle of Armaged- 
don” in 1950, the house of dele- 
gates of the American Medical 
Association voted unanimously 
Thursday to levy a $25-a-year dues 
fee to continue the fight against 
President Truman’s national health 
insurance program. 

The vote, which will give the 
association a fund of about $3,- 
000,000, came after Dr. Elmer Hen- 
derson, chairman of the 12-man co- 
ordinating committee conducting 
AMA’s national education cam- 
paign, said in a progress report: 
“American medicine is stronger 
today than at any other time in its 
history.” 

“American medicine, during 
1949, has become a well-organized, 
powerful, fighting force for free- 
dom. We have met our enemies in 
open contest before the American 
people and our enemies have given 
ground.” 


as Immediately after the vote was 
taken, putting doctors on a dues 
basis for the first time in U. S. 
history, Dr. Louis Bauer, chair- 
man of the board of trustees, said 
the coordinating committee still is 
not ready to indicate the line of 
campaign for 1950. 

Previously, it had been reported 
that the education campaign would 
be taken to the public through 
daily and weekly newspaper ads. 

Spadework for the action on 
dues was evident in-the 24-page 
printed report on the 1949 program 
submitted. by Whitaker & Baxter, 
public relations company conduct- 
ing the campaign. 

Whitaker & Baxter reported 
that about 80% of the association’s 


members paid the $25 “voluntary” 


assessment levied this year for 
“educational” purposes, and that 
$2,050,000 of the $2,250,000 -col- 
lected had been spent. 

Campaign literature and printed 
materials cost $1,045,614, 75% of 
the budget. Organization work 
took $139,415, another 10%, and 
operational expenses amounted to 
$209,122, which was 15% of the 
budget. (News about the new edi- 
tor of the AMA’s Journal, Dr. 
Austin Smith, appears on Page 62). 


Newspaper Finance 
Execs Name Hunter; 
3 Studies Projected 


New YorK—Robert P. Hunter, 
assistant secretary-treasurer of the 
Birmingham News, has been ap- 
pointed chairman, technical ad- 
visory board of the Institute of 
Newspaper Controllers and Fi- 
nance Officers. 

The board is working on three 
projects: A uniform chart of ac- 
counts (expense classification) ; 
uniformity of account terminology, 
and a recommended schedule for 
the preservation of old records. A 
report on the first two projects is 
expected to be issued to members 
shortly after the first of the year. 

The projects are divided into 
three circulation groups: 5,000 to 
50,000, of which J. W. West, gen- 
eral manager, Times-News, Kings- 
port, Tenn., is chairman; 50,000 to 
200,000, J. R. Hays, auditor, Louis- 
ville Courier-Journal, chairman; 
and over 200,000, Harry Weinstock, 
auditor, New York Times, chair- 
man. 


‘|Rosenberg Names Willig 


Sam Willig, formerly with 


Printers’ Ink, has been appointed 


Last Minute News Flashes 


Wilson, McAllister Promoted by Columbia Records 
New York—Jeff Wilson has been named general sales manager and 


‘-|Ken McAllister, director of advertising and promotion, for Columbia 


Records. With the company since 1940, Mr. Wilson formerly was man- 
ager of distribution and merchandising. Mr. McAllister previously was 
manager of distribufion and promotion. 


Esty Names Foster, Bers, Miss Jordan V. P.s 


New York—William Esty Co. has appointed Kendall Foster, who has 
been TV director for the past eight months, as vice-president in charge 
of television. Simultaneously, the agency has named Ruth Jordan and 
Harold T. Bers, both copy supervisors, as vice-presidents. 


Guardiola Named PR, Ad Chief for Weatherhead 


CLEVELAND—John G. Guardiola, formerly with the public relations 
department of Phillips Petroleum Co., has been appointed public rela- 
tions director of The Weatherhead Co. He will handle advertising and 
sales promotion for Weatherhead as well as for two subsidiaries, LPG 
Credit Corp. here and Protane Corp., Erie, Pa. 


Gray Audograph Reported Shifting to Wasey 


HartTrorp—Gray Audograph Co. reportedly will move its account 
from Shenton Advertising Service here to Erwin, Wasey & Co., New 
York. 


Bothwell’s Howard Black Joins Bates Agency 


New YorK—Ted Bates & Co. has added T. Howard Black Jr., for- 
merly vice-president and New York manager of W. Earl Bothwell Inc., 
to its creative staff, as account executive. American Home Foods is 
scheduled to move its Duff’s baking mix from Bothwell to Bates early 
in 1950. Mr. Black will not work on the account. 


Gemex Drive for Watch Bracelet Set 


Union, N. J.—Gemex Co. will run a four-color, full-page ad in the 
Feb. 1 issue of Vogue for its Sonata watch bracelet. Ads in other fashion 
magazines follow. Reiss Advertising is the agency. 


Pillsbury Signs Godfrey Show; Other Late News 


Pillsbury Mills on April 10 will take over the Toni Co. segment of the 
“Arthur Godfrey Show” (CBS, 10:15 a.m., CST). Pillsbury and Wild- 
root will sponsor the segment on alternate days. On Jan. 3 Pillsbury 
also will move its “Houseparty” daily show to the Columbia network 
(3:30-4 p.m., EST). The last five minutes of the half-hour will be de- 
voted to Cedric Adams, Minneapolis columnist. Leo Burnett Co. is the 
agency. e L. Martin Krautter, vice-president and director, Henri, Hurst 
& McDonald, Chicago, has formed L. Martin Krautter & Associates, 
advertising and merchandising consultant, at 134 N. LaSalle St., Chi- 
cago, effective Jan. 3. He was advertising manager of Crosley Corp. be- 
fore the war. 

Gruen Watch Co. has dropped “Hollywood Calling,” its first network 
radio show in several years, as of Dec. 18, but NBC will continue the 
expensive giveaway as a sustainer at least until the end of the year. 
Gruen’s program for spring, under consideration at Grey Advertising 
Agency, may include a TV show. e Another giveaway casualty is “Fun 


‘for the Money,” which faded from ABC-TV following cancelation by 


International Cellucotton Products Co. (Foote, Cone & Belding) on 
Dec. 9. @ Union Pharmaceutical Co. has introduced Inhiston to New 
York markets in a new 100-tablet size at a fair-trade minimum of $1.98. 

The professional division of W. A. Baum Co,, New York, medical 
instruments, has named Doherty, Clifford & Shenfield for advertising 
in business papers. e Topton Rug Mfg. Co., New York, has appointed 
Norman C. Rice, formerly sales manager, as president to succeed the 
late O. C. Vollins. e Family Circle has joined the Audit Bureau of 
Circulations. e Columbia University Press has named Franklin Spier 
Inc. for 1950 promotion of the Columbia Encyclopedia. e Edward F. 
Evans, formerly director of research, American Broadcasting Co., has 
become research director of J. D. Tarcher & Co. 

General Foods is testing its Post’s Sugar Crisp with newspaper drives 
in Chicago, Boston, Cincinnati, Terre Haute, Peoria and Detroit. Benton 
& Bowles is the agency. e W. G. Turquand has been promoted to na- 
tional sales manager of Underwood Corp.’s typewriter division, and 
William W. Steiner upped to national sales manager of the company’s 
portable typewriter division. e Bib Corp., Lakeland, Fla., packer of Bib 
orange juice for babies, has appointed Charles W. Hoyt Co., New York, 
as its agency. e Miles Laboratories, Elkhart, Ind., (Wade Advertising 
Agency) will sponsor “One Man’s Family” on NBC starting Feb. 5 at 
3 p.m., EST. This 17-year-old, 30-minute drama has been carried sus- 
taining by NBC since Standard Brands dropped it last summer. 


7 7 numbers on the slow-speed records 
Disc War Ending? Somes 

7 ; RCA reports that its current 

RCA Victor Will concerted drive for the 45 has 

Make LP Records boosted sales of players and at- 


NEw YorK—The news that RCA 


Victor’s 1950 line of radio-phono-|_ 


graph combinations will include 
three-speed record players last 
week was hailed as the beginning 
of the end of the record war. 
RCA’s 1950 consoles will include 
a dual speed changer for conven- 
tional 78rpm discs and the new 
long-playing 33%rpm records. A 
separate unit will be provided for 
the even newer 45rpm platters. 
This move by Victor is said to 
indicate that company’s belief that 
both new systems—its own 45 and 
Columbia Records’ 33%, introduc- 
tion of which touched off the “rev- 
olutionary battle’—are here to 
stay. RCA, the only major manu- 
facturer not turning out LP’s, is 


part director of Arthur Rosenberg 
ICo., New York. 


expected to start putting classical 


tachments to 60,000 and records 
to more than 1,500,000 a month. 
Edward Wallerstein, president of 
Columbia, branded as “absolutely 
untrue” reports that Columbia 
would be willing to manufacture 
45rpm records if RCA Victor would 
produce 33% records. 

“We have had no demands from 
the public for 45rpm records and 
consequently have no plans what- 
soever to manufacture them,” he 
told AA. Capital Records is the 
only leading company which makes 
records at all three speeds. 


Three Form New Agency 
Hege, Middleton & Neal, ad- 
vertising agency, has been formed 
at 234% S. Greene St., Greensboro, 
N. C. Partners are James L. Hege, 
a A. Middleton and John H. 
eal. 
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TRY DeXol TODAY! 


GRANULAR—Perfex Co., Omaha, ran 
pages like this in Peoria and Omaha for 
Dexol granular bleach befcre general in- 
troduction of the product. Buchanan- 
Thomas Advertising Co. is the agency. 


(Story on Page 63.) 


Deepfreeze Plans 
Full Appliance 


Line for 1950 


Cuicaco—An old name in the 
home freezer field will invade new 
markets next year when the Deep- 
freeze division, Motor Products 
Corp., introduces a full line of ma- 
jor home appliances for the 
kitchen. 

Deepfreeze will add new refrig- 
erator, electric range and water 
heater lines, and will expand the 
Deepfreeze line to six models. Ad- 
vertising and sales promotion call 
for the biggest budget yet, though 
the over-all total for 1950 has not 
been set. 

Consumer advertising in national 
magazines will push the new Deep- 
freeze slogan, “Go Buy the Name,” 
tied in with “Deepfreeze, the Name 
That Built an Industry.” The con:- 
pany expects to make deliveries of 
the new lines soon after the first of 
the year and retailer showings, at 
the distributor level, will soon be 
announced. 


@ Part of Deepfreeze’s all-out 
promction next year will be what 
it believes is the largest advertising 
illustration of a refrigerator. The 
model will run sidewise in a two- 
color double-truck ad in an early 
1950 issue of The Saturday Even- 
ing Post. Deepfreeze will use a 
total of 14 magazines, with more 
emphasis on the rural market, and 
will continue its trade publication 
copy. 

A dealer aid program is being 
assembled, and all retail salesmen 
will be supplied with company- 
prepared portfolios giving specifi- 
cations, sales visualizers and 
pricing data. 

LeVally Inc. handles the Deep- 
freeze account. 


Forbes Discontinues 


New YorK—Nation’s Heritage 
will conclude publication with its 
present (December) issue. 

Publisher Malcolm Forbes 
brought out the pretentious bi- 
monthly magazine last January, 
and it ran for six issues. 

Probably one of the most am- 
bitious undertakings in magazine 
history, Heritage weighed six 
pounds, cost $30 a copy and was 
elegantly produced. Reportedly, it 
needed 5,000 customers to sustain 
and it never suc- 
ceeded in reaching that figure. 

Mr. Forbes, son of the well- 
known publisher, has no future 
publishing venture in mind and 
reports that he will become more 
active in his position with B. C. 


Judge Denies Ad 
‘Boycott Ban on 
‘Lorain Journal’ 


CLEVELAND—Federal Judge Em- 
erich B. Freed ruled last week 
against the federal government’s 
plea for a stop-gap injunction to 
force the Lorain Journal to halt its 
alleged boycott of advertisers. 

Actual trial of the case, in- 
stituted by the Justice Depart- 
ment’s anti-trust division last Sep- 
tember, probably will get under 
way at the- January term of court. 
Judge Freed set the stage for quick 
action when he observed that “this 
case can and should have an early 
trial, and the court will entertain 
a motion from the government to 
that end.” 

Under regular procedure, it 
might be two years before the 
court could hear arguments and 
rule on the government’s request 
for a permanent injunction against 
Isadore Horvitz, publisher, and 
other officers of the Lorain Journal 
Co. 


@ Judge Freed said he could find 
nothing in the law to support the 
Justice Department’s contention 
that the corporation and its officers 
could be found guilty of a con- 
spiracy under the anti-trust laws. 

Government arguments at the 
preliminary hearing, the judge 
said, stressed only the alleged ad- 
vertising boycott and were insuf- 
ficient to warrant a court order 
against the defendants. 

The government’s complaint 
charged the Journal with a con- 
spiracy in violation of the anti- 
trust laws to injure a competing 


fusing to sell space to advertisers 
who used the Lorain Sunday News 
and Station WEOL. The American 
Newspaper Publishers Association 
filed a brief in the case challeng- 
ing the government’s right to force 
any newspaper to accept advertis- 
ing (AA, Nov. 14). 

The Journal contends that its 
policy was established to protect 
the Lorain market, and that it is 
obligated to refuse ads which it 
holds against public interest. 


Drug Store Groups 
to Sponsor Second 
Fisher TV Show 


New York—Stanton B. Fisher 
Inc., which has developed an un- 
usual method for sharing the costs 
and benefits of a top-budget tele- 
cast, will produce another hour 
show on DuMont for Drug Store 
Television Productions starting in 
January. Talent-production budget 
will be approximately $10,000. 

Drug Store Television Produc- 
tions, which currently sponsors 
“Cavalcade of Stars,” Saturday 
night’s most expensive attraction, 
is the name used for a group of 18 
drug chains. 

The stores are identified as 
sponsors through local cut-ins. Tal- 
ent cost is estimated at $8,000 and 
time at $40,000. 

Several of the chains—Whelan, 
New York; Read, Baltimore; Sun 
Ray, Philadelphia; etc.—which are 
participating on “Cavalcade” will 
be associated with the new show. 
Title and talent for the program, 
to be televised Tuesday at 9 p.m., 
EST, will be announced later. Time 
has been cleared on 18 stations. 


Will Start 2 New Magazines 


Ziff-Davis Publishing Co., New 
York, is planning to launch two 
new general magazines early in 
1950, the names of which will be 
announced later. Louis Zara, a 


Forbes & Sons Publishing Co. 


vice-president of Ziff-Davis, will 
be executive editor. 
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GF to Hold Contest 
for Restaurant Men 


New . York—General Foods 
Corp. has scheduled two-color 
spreads in January issues of 14 
business papers for announcement 
and promotion of a contest open to 
restaurant and institution oper- 
ators. Benton & Bowles is handling 
the promotion. 

The contest will be held in con- 
nection with the 1950 National 
Restaurant Association Convention 
in Chicago May 23-26, 1950. Win- 
ners will be chosen on the basis 
of their explanation of “Three 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented notionally 
by Burn-Smith Co... Inc 


things we do to make our eating 
place successful.” 

Top award among 30 prizes will 
be an all-expenses-paid trip for 
two persons to the convention. The 
winner in each of three groups 
will receive the trip, with classifi- 
cations divided into: (1) commer- 
cial eating places, (2) hospitals 
and institutions, and (3) industrial 
feeders and miscellaneous. 


Montag Elects Weiss 


Morton L. Weiss, advertising and 
sales promotion manager, has been 
elected president of Montag Bros., 
Atlanta, manufacturer of paper 
school supplies and social station- 
ery. He has been with the company 
since 1946. Mr. Weiss succeeds 
Harold Montag, who has been 
made chairman of the board. 


Daily Appoints Shannon 

Shannon & Associates, New 
York, publishers’ representative, 
has been named exclusive national 
advertising representative of the 
Star, Wilmington, Del. 


LE-24898 
New York 


MA-2828 
Detroit 


DEPENDABLE 


Highway Advertising Service 
Nationwide or Sectional — 
consult 


HIGHWAY ADVERTISING ASSOCIATES 
; Phone HAA at 


Or Write the 
Secretary, Box 1508, Asheville, N. C. 


*Over 2 million dollars in capital assets 
*Over 120 years of experience (collectively) in our industry 
*Now serving many national and sectional advertisers 


WRITE FOR BROCHURE , 
DETAILING COMPLETE HAA SERVICE 


DO-22675 
San Francisco 


AN-32050 
Chicago 


take in TRANSPORT TOPICS (the only 
ABC paper devoted to trucking) 
doubles your exposure to. sales. 
Ninety-six percent of Class | Motor- 
Freight Carriers read it regularly, week 
after week. In addition, TRANSPORT 
Topics’ Third-Monday issue has a 
distribution of over 43,000 copies 
(ABC plus controlled). - 


Gransport Topics 


The National Journal of the Motor-Freight Carriers 


Washington 6, D.C. 


New AMA Editor 
Still Unsure of 
Anti-Histamines 


WasHIncTON—As Dr. Austin 
Smith moved into the editorship 
of the Journal of the American 
Medical Association last week, fol- 
lowing a vote of the trustees here 
officially retiring Dr. Morris Fish- 
bein, one of his first actions was 
to issue a statement on anti-his- 
tamines. 

“No one yet knows the harmful 
2ffect that these products may 
produce on the body in general or 
on specific tissues when taken 
over prolonged periods of time,” 
he said. 

He also warned that the new 
anti-cold pills may cause some peo- 
ple to fall asleep or to lose the 
alertness necessary to run ma- 
chinery or drive a car. 


= Elevation of the 37-year-old 
doctor to the Journal editorship 
became a foregone conclusion at 
the AMA convention in Atlantic 
City last June, when he was made 
assistant Journal editor and Dr. 
Fishbein was publicly spanked for 
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speaking out too freely. 

The trustees apparently let Dr. 
Fishbein down pretty mildly, how- 
ever. They said his retirement 
was by “mutual agreement,” and 
announced that provision has been 
made for a lifetime remuneration— 
said to be $15,000—and a paid-up 
$50,000 life insurance policy, in 
addition to the customary AMA 
pension. , 

Dr. Fishbein will become con- 
sultant medical editor of Double- 
day & Co. and will teach medical 
history, writing and economics at 
the University of Illinois Medical 
School, in addition, presumably, 
to continuing his extensive writ- 
ing and speaking engagements. 


as The new AMA Journal editor 
has been director of the division 
of therapy and research of the as- 
sociation, and secretary of the 
council on pharmacy and chem- 
istry. 

Whereas Dr. Fishbein was edi- 
tor of all AMA publications, Dr. 
Smith will edit the Journal and 
nine specialized medical publica- 
tions put out by the AMA, but 
will not edit Hygeia, the associa- 
tion’s general-distribution maga- 
zine. 

As previously reported by AA, 
Dr. W. W. Bauer will be the editor 
of this publication, whose name 
will be changed with the March 


issue, probably to Today’s Health, 
Extensive changes in typography 
and format are also reported in 
the works for this publication. 


GM to Show All 1950 Lines 
at Big Show in New York 


All lines of General Motor 
Corp.’s 1950 model automobiles 
will be presented to the public for 
the first time in one big show at 
the Waldorf-Astoria Hotel, New 
York, Jan. 19-27. 

The show, keynoting 50 years 
of automotive progress, will be 
called “MidCentury Motorama.” 
Last January the famed “Trans- 
portation Unlimited” show which 
GM put on at the Waldorf broke 
all records there with an attend- 
ance of 300,000 persons. 


Sponsors New Kids’ TV Show 


Chicagoland Red Goose shoe 
dealers have begun sponsorship 
of a new television film series, 
“Movies for Kids,” over WBKB, 
Saturdays, 10-11 a.m. One episode 
of adventure serials will be fea- 
tured each week. Henri, Hurst & 
McDonald, Chicago, is the agency. 
Red Goose shoes are made by the 
Friedman-Shelby branch of In- 
ternational Shoe Co. 


To Smith, Smalley & Tester 
Smith, Smalley & Tester, New 
York, has been named to handle 
the advertising of Utilitron inc. 
Newspapers, magazines and trade 
publications will be used. 


Two million (or more) of the folks who buy your product regularly in 
their neighborhood stores won’t be buying it there this winter. 


They won’t be reading your advertisements in their hometown 


papers. They'll be in Florida .. 


e months. 


. some for weeks, many for 


You know that the buying habits of the average American 
are subject to change without notice. You can’t afford to take 
a chance on losing the many millions of dollars in sales these 


customers represent. And 


you don’t have to. | 


You can follow them to Florida — quickly, easily and 

_ economically — through the pages of Florida’s three big morning 
dailies. They give you coverage where it counts — family 
coverage in Florida’s three major markets and their rich trade 
areas, where 78 percent of Florida’s effective buying income 


is concentrated. 


And remember — Florida’s winter population represents a 
true cross-section of the United States. You can test America in 


Florida — and at low cost. 


FLORIDA TIMES - UNION 


Jacksonville - National Representatives» Reynolds-Fitzgerald, Inc., 


National Representatives - Sawyer-Ferguson-Walker Co. 


MIAMI HERAL D: 


National Representatves-Story, Brooks & Finley, In., A$. Grant, Atlanta HY 
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Advertising Age, December 12, 1949 


Advertising in the Test Stage 


Expands Campaign 
for Dexol Bleach 
in Midwest States 


OmaHa—Following up test ad- 
vertising in Omaha and Peoria, 
Ill., Perfex Co. is getting set to 
blanket its marketing territory 
with a radio and newspaper cam- 
paign for Dexol bleach. 

The product was introduced via 
full-page ads in Omaha and Peoria; 
and Perfex plans to use similar 
copy, as well as selective radio 
on a score of stations in Dallas, 
Fort Worth, Denver and Detroit. 
Soon thereafter, the company in- 
tends to extend the campaign to 
all major cities in states from In- 
diana westward to the Rockies. 

Distribution in Omaha grocery 
stores has already reached 95%, 
the company announced, and is al- 
most 50% in Peoria. Dexol is on 
sale in at least a few stores in sev- 
eral cities. In Topeka and Chicago 
shelf sales are reported as “amaz- 
in g.” 


a The accent in advertising is on 
safety. Housewives are told that 
Dexol is safe for all fabrics and 
colors; that it does no damage if 
spilled; and that it is odorless. The 
white powder goes directly into 
the wash water. 

Dexol had an early trial at 
Pickstown, S. D., new community 
created by the Missouri River de- 
velopment program, where the 


water has a high alkali content. 
Packages hadn’t yet been devel- 
oped, so sacks were sent to the 


government-authorized grocer to 
distribute to 150 housewives. Later 
he wired headquarters here: 
“Please ship any quantity in any 
form.” 

Buchanan-Thomas Advertising 
Co. handles the Perfex account. 


PARKWAY TESTS COPY 
FOR FROZEN ROLLS 


PHILADELPHIA—Parkway Baking 
Co. here is marketing a new prod- 
uct, baked and frozen Parker 
House rolls, for which it is now 
running a test campaign in Phil- 
adelphia newspapers. 

In order to handle the new fro- 
zen roll as a separate item, the 
company has established a frozen 
foods division which will operate 
independently of the regular bak- 
ing bus-ness. 

The first trade ad broke Dec. 1 
in grocery and frozen foods pub- 
lications. The first consumer ad, 
through J. M. Korn & Co., Phil- 
adelphia, began in the Philadel- 
phia dailies last week. Spots also 
have been contracted for on local 
television and radio stations. 

At the end of the month, the 
campaign will be expanded 
throughout the state and by the 
end of January probably will 
spread into a national drive via 
newspapers. 


NEGRO, HILLBILLY 
MARKETS SOUGHT 

BONNER SPRINGS, KAan.—WMill- 
stream Cereal Co. here has intro- 
duced its Covered Wagon corn 
meal with a two-month test drive 
in Washington, D. C., and in north- 


HERES THE HOTTEST EM TO 
TOR FREEZER 


ey 
QUALITY BAKERS FOR NEARLY HALF & CENTORY 


FROZEN ROLL—Parkway Baking Co., 
Philadelphia, is testing this copy locally, 
preparatory to selling its frozen Parker 
House rolls nationally next year. J. M. 
Korn & Co. handles the account. 


ern and eastern Virginia. Follow- 
ing the test, the product will be 
promoted in the area of the mid- 
Atlantic division of Safeway Stores. 

Millstream seeks to reach Negro 
consumers in Washington, where it 
is using the Afro-American, Negro 
newspaper, and spots on Station 
WINX. The “hillbilly” market of 
northern and eastern Virginia will 
be reached through spots on WARL, 
Arlington, and WRNL, Richmond, 
according to Lewis Edwin Ryan 
Inc., agency handling the account. 

Copy, which has a “country- 
style approach,” stresses that the 
rough-grind processing of Covered 
Wagon corn meal leaves the whole 


the lite o 


The old saying that “Competition is the life of trade” 
is only half the story in a highly technical 


business like photoengraving. 
The thirty-three members of the Chicago Photoengravers 
Association are frankly and openly-competitive, but 


they are also cooperative in advancing the 

technical art of photoengraving. Our members interchange 
ideas for improving operating efficiency to offset 

increasing costs and to advance our standard of quality. 
Programs for training photoengraving craftsmen and for 
raising the level of craftsmanship, both local and 

national, are supported by our members. 


This is one reason why we produce the majority of 
engravings bought in Chicago and are individually 
known and respected for the quality of our work. 


Chicago Photoengravers Association 


BOARD OF TRADE BUILDING + CHICAGO 
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germ in the product_and eliminates 
sogginess in cooking. 


Cowles and Melum to Dreher 

Monroe F. Dreher Inc., New 
York, has appointed Julia Iverson 
Cowles, formerly director of fash- 
ion publicity for Textron Inc., as 
fashion coordinator. The agency 
also has named Jerald H. Melum, 
previously with the Chicago office 
of Dancer-Fitzgerald-Sample, as 
an account executive. 


Moves Branch Office 


Black & Decker Mfg. Co., Tow- 
son, Md., manufacturer of portable 
eleciric tools, has moved its At- 
lanta factory sales and service 
branch to 316 Techwood Dr., N. W., 
Atlanta 3. P 


Names Ormsbee & Gilbert 


Herco Art Mfg. Co., Wallingford, 
Conn., has appointed Ormsbee & 


Gilbert, Milford, Conn., to direct - 


its advertising. 


your ad in Review will 
get more SERIOUS 
ATTENTION ... and ~ 
action. Review ranks 


first among furniture 
store buyers and 
executives as ‘‘the 
publication most 
valuable to my 
business." 


Pee ne 


who buy forthe Furniture and H 


- ASSOCIATION © 666 Lake Shore Drive * Chicago 11 _ 


Bul «™ THE 
wetious ByrER' 


’em to the man who BUYS ’em! 


When you advertise in Haire Specialized Mer- 


‘chandising Publications, your selling message 
heads straight for the desks of men and women 
interested in buying your product. Gets there 


—gets read there too—for men and women in 
each merchandising field consistently buy and 
read the Haire Publication that reports vital 
trends and developments in that specific field. 


the MEMAQENG BEE Specialized Merchandising Publications 


HOUSE FURNISHING REVIEW * HOME FURNISHINGS MERCHANDISING 
CROCKERY AND GLASS JOURNAL * LINENS AND DOMESTICS * CORSET 
AND UNDERWEAR REVIEW * INFANTS’ & CHILOREN'S REVIEW * 


HANDBAGS AND FASHION ACCESSORIES 


* LUGGAGE & LEATHER 


GOODS * NOTION & NOVELTY FEVIEW * COSMETICS & TOILETRIES 


HAIRE PUBLISHING COMPANY + 1170 BROADWAY + NEW YORK 1, NEW YORK 
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_- greates. They appear in their nie 
-\ respective sections of SRDS, 
~- supplementina and expanding | 
~~. ‘the:regular SRDS listings with: eae 
“useful information that sells by = 
oes helsing buyers buy. 


rs featcring such Service-Ads— 
© constantly reminding media. 
ms buyers of their value as sources 


oof additional information. oo 


or media advertising . . different from any other 


1. srps does not just reach the buyers of 
space and time. 


Out of habit, out of necessity, buyers reach 
for it in every step of the media-buying process 
. .. whenever they’re checking advertising op- 
portunities in your field and in your medium 
... preparing estimates . . . allocating appro- 
priations . . . working on media presentations 
. . . planning media proposals . . . building 
lists . . . making final decisions that include 
or exclude your medium. 


2. In srDs you do not seek to interést Pare 
in your media information. 


Here, buyers seek information about your 
medium. They rely on its accuracy, its up-to- 
dateness. SRDS concentrates strictly on their 
media buying interests. 

3. SRDs covers no counter display specialists; 
few retail store advertising people. 

Only national buyers of space and time are 
the regular users of srDs —- space buyers, time 
buyers, advertising managers, account execu- 
tives—whoever is most concerned with market 
and media selection and buying. 


4. Insrps you need not divert promotion dol- . 


lars to costly art-work; nor waste space on 
attention-getting devices. 


Buyers want useful information in srps, ar- 
ranged in simple, orderly fashion, to help them 
buy wisely, without wasting time. 
~ You can put all your space in sRDs to work 
on the essential facts about your market, your 
audience, how you serve that market and audi- 
ence, why your medium is a good buy. 

And you can.let your best story stand — 
repeat it, month after month, so long as it’s up 
to date. No monthly copywriting chore; no 
monthly bills for production. The kind of in- 
formation media buyers want when they’re 
using SRDS remains the same — so long as it’s 
reliable, accurate, up-to-date, complete. 


Those four unique features of SRDS create unusual media selling opportunities 
for you. Ask any SRDS representative to explain how and why, in detail. 
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Aids to media selling 


The SPOT RADIO PROMOTION HANDBOOK 
and the BUSINESS PAPER PROMOTION 
HANDBOOK here illustrated are designed to help 
you increase media sales and reduce sales costs. 
They’re two of a series we’re developing from depth 
studies of media buying practices and problems. 
Each deals with all the major media-selling tools — 
salesmen, direct mail, publication advertising — in 
terms of what kind of help buyers of media expect 
from each. Both Handbooks are available from 
SRDS now at $1 a copy. Other Handbooks will be 
announced as they are completed. 
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This DETROIT FREE PRESS % Neer 
Service-Ad from SROS Newspaper F . 
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‘> SRDS ‘advertisement in 
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COMPLETE Sranparp Rare & Data 
Service for buyers of media: Published 
monthly: 
Section, Consumer Magazine Section (in- 
cludes Farm Publications and Transporta- 
tion Advertising Media), AM/FM Radio 
Section, Television Section, Business Pub- 
lication Section. Published Semi-annually: 
Weekly ABC Newspaper Section. Published 
annually: CONSUMER MARKETS. 
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AND DATA SERVICE 


The National Authority Serving the Media Buying Function 
Walter E. Botthof, Publisher 


333 NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
NEW YORK °* SAN FRANCISCO * LOS ANGELES 
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Four reasons why / SRDS” is a good medium 


for media advertising ... different from any other 


1. serps does not just reach the buyers of 
space and time. 


Out of habit, out of necessity, buyers reach 
for it in every step of the media-buying process 
. .. whenever they’re checking advertising op- 
portunities in your field and in your medium 
... preparing estimates . . . allocating appro- 
priations . . . working on media presentations 
. . . planning media proposals . . . building 
lists . . . making final decisions that include 


or exclude your medium. 


2. In srps you do not seek to interest buyers 
in your media information. 


Here, buyers seek information about your 
medium. They rely on its accuracy, its up-to- 
dateness. SRDS concentrates strictly on their 
media buying interests. 

3. SRDS covers no counter display specialists; 
few retail store advertising people. 

Only national buyers of space and time are 
the regular users of SRDS — space buyers, time 
buyers, advertising managers, account execu- 
tives—whoever is most concerned with market 
and media selection and buying. 

4. Insrps you need not divert promotion dol- 
lars to costly art-work; nor waste space on 
attention-getting devices. 


Buyers want useful information in srps, ar- 
ranged in simple, orderly fashion, to help them 
buy wisely, without wasting time. 

You can put all your space-in sRDs to work 
on the essential facts about your market, your 
audience, how you serve that market and audi- 
ence, why your medium is a good buy. 


And you can let your best story stand — 
repeat it, month after month, so long as it’s up 
to date. No monthly copywriting chore; no 
monthly bills for production. The kind of in- 
formation media buyers want when they’re 
using SRDS remains the same — so long as it’s 
reliable, accurate, up-to-date, complete. 


Those four unique features of SRDS create unusual media selling opportunities 
for you. Ask any SRDS representative to explain how and why, in detail. 


. The five Service-Ads illustrated 
here are developing the media | 
selling opportunities SRDS 
creates. They appear in their 
respective sections of SRDS, 
supplementing and expanding 
the regular SRDS listings with 
useful information that sells by 
helping buyers buy. 


In a continuing series of trade 
paper advertisements, SRDS is 


Youngstown Vi 


KELLY -SMITH CO, come & 


This DETROIT FREE PRESS 
Service-Ad from SRDS Newspaper 
Section was featured in an 
SRDS advertisement in 

EDITOR & PUBLISHER. 


ww tue UTICA-ROME arcs 


WIEX is 
FIRST by FAR 


AR STORE 


Colting AM Girls Lecomes 
SENIOR PR 
Beg.nn. , 


ndical 


featuring such Service-Ads— 
constantly reminding media 
buyers of their value as sources 


of additional information. 
and TELL. 


from SRDS Consumer Magatine 
Section was featured in an SRDS 
advertisement in TIDE. 


This SENIOR PROM Service-Ad ) GRSCHY THROUON . .. 


Aids to media selling 


The SPOT RADIO PROMOTION HANDBOOK 
and the BUSINESS PAPER PROMOTION 
HANDBOOK here illustrated are designed to help 
you increase media sales and reduce sales costs. 
They're two of a series we're developing from depth 
studies of media buying practices and problems. 
Each deals with all the major media-selling tools — 
salesmen, direct mail, publication advertising — in 
terms of what kind of help buyers of media expect 
from each. Both Handbooks are available from 
sRDs now at $1 a copy. Other Handbooks will be 
announced as they are completed. 


This YOUNGSTOWN VINDICATOR 
Service-Ad from the 1949-50 Edition 
of CONSUMER MARKETS was featured 
in an SRDS advertisement in AD- 
VERTISING AGENCY, BROADCAST- 
ING, EDITOR & PUBLISHER PRINT- 
ERS’ INK, SALES MANAGEMENT, 


Pett PeessS 7211) tome 
‘st Gre Paper 170898 tes 


so 
iy 


woes 


. 3 = 


UTICA 2. NEW TORK 


ll. 
In ADVERTISING 
AGENCY, BROAD- 
CASTING and 

_ SPONSOR, SRDS 
displayed this 
WIBX 'Service-Ad 

want . ; | from the’ SRDS 

me ont ann eng Radio Section to 

- “ remind time buy- 


pam on seeeathe ers that such 
esac Tes certain ce pgrampeemsate manta whan maepesmees Service-Ads are 
$9,000,000,000 AMERICAN TRADE PUBLISHING CO. worth careful 
TEEN MARKET KY aan Buty Geom at ty e study. 
pinata © : 


Senor PROM 


\formerty Calling All Girls) 
52 Vanderbilt Avenve, New York 17 
Published by the publishers of 


b 
PARENTS’ MAGAZINE 


COMPLETE Sranparp Rate & Data 
Service for buyers of media: 
monthly: 
Section, Consumer Magazine Section (in- 
cludes Farm Publications and Transporta- 
tion Advertising Media), AM/FM Radio 
Section, Television Section, Business Pub- 
lication Section. Published Semi-annually: 
Weekly ABC Newspaper Section. Published 
annually: CONSUMER MARKETS. 


mutt 


This BAKERS WEEKLY Service-Ad 
from SRDS Business Publication 

Section was featured in an SRDS 
advertisement in PRINTERS’ INK. 


AND DATA 


The National Authority Serving the Media Buying Function 


Published 
Daily and Sunday Newspaper 


rea Pees 


SERVICE 


Walter E. Botthof, Publisher 


333 NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
NEW YORK * SAN FRANCISCO * LOS ANGELES 
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